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ie DIRECT MAIL HELPS WIN 
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Making clean sales 
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Whether your office duplicating equipment is ee mimeo or 
spirit duplicating, ATLANTIC PAPERS afe designed to give you 
smoother, trouble-free runs for an efficient, quality job. 


ATLANTIC PAPERS have greater opacity to prevent “show- 
through”. . . are moisture-controlled for dimensional! stability 
to assure you more accurate register on every run... have 
correct bulk and stiffness .. . and the uniformity required for 
color, cleanliness and ink receptivity. 


When production slows down, try ATLANTIC PAPERS for the 
efficient performance you want. Contact your nearest Fran- 
chised EASTERN Merchant for guidance and samples. Ask for 
the EASTERN comprehensive instruction book for 1958, titled 
“Introduction to Office Duplicating and Printing”. 
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But selling by mail is Front Porcu Henry Hoke....... 59 


something entirely 
different. When you're after FEATURES 
inquiries, orders, 4 tangible 
result of any kind, you'll 


How tro Waite tHe Consumer Burns—by Lawrence GC. 


more satisfactory, actually How Our First Direct Mau. Expertence Soup Us Own 4 Continu- 
less expensive to use inc CampaiGn—by Charles N. Jones... .. 29 
specialist. The Buckley How Direct Mart Heves Win Evection Campatcns 
Organization, for instance, by Arthur L. Cone, Jr . 
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experience developing the Porentiats—by H. Stanley Lawton. 32 
kind of sales messages that Tue Neeo For Derermininc Direct Maw Bupeer—y 
upon. For such firms as— Can InpustriAL Apvertisers Use Gimmicks SuCCESSFULLY?.... 35 
A CLeAN Saces Sweep ... py Matt—by Claude J. Martin....... 36 
I national Busi M 
We Hrr Mopern Saces Recorp .. . sy Berne Fasntonep 
Company, Inc.; J. B. Lippin- 2 
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Inc.; The Mead Corporation; 
The Mosler Safe Co. 
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DF PRINTED PROMOTION 


PUBLISHING OFFICES: 
224 Seventh Street 


ee toe | THE MOST POSITIVE METHOD 
OF MARKET SELECTION 
Henry Hoke, Jr. | EVER DEVELOPED 


Publisher 


...and now Creative Mailing Service 
offers national lists according to 


Dudley Lufkin 
Field Editor STANDARD INDUSTRIAL CLASSIFICATION NUMBERS 


M. L. Strutzenberg SIC is the Federal government's system for defining and classi- 
fying every business in our economy. There are 951 separate and 
distinct industrial categories under this system. This means 951 
separate lists of business firms—each list refined and pin-pointed 
to a degree never before possible. 


MORE THAN 1,000,000 BUSINESS FIRMS 
M. K. Coleman have been coded and classified by Creative Mailing Service into 
Advertising and these 951 SIC lists. All major industrial groups are represented, 
Merchandising Production including manufacturers, contractors, service firms, retailers and 
wholesalers. 


Business and Readers Service 


G. M. Bornbusch 
Circulation 


Henry Hoke, Sr. 
3 Bluff View Drive 
Belleair 
Clearwater, Florida 


HERE ARE 10 WAYS 
CREATIVE'S SIC LISTS 
CAN BE OF HELP TO YOU: 


Saturate a specific market 
Supplement space advertising 
Announce new products 
Introduce Sales Representatives 
Ask for inquiries and leads 
Research new markets 
Distribute case histories 
Questionnaire an industry 
Institutional direct mail 

Sell by mail 


ADVERTISING OFFICES: 
NEW YORK 
John J. Patafio, Jr. 
224 Seventh Street 
Garden City, L. N. Y. 
Ploneer 6-1837 


MIDWEST 
J. K. Rotskoff 
605 N. Michigan Ave. er WRITE FOR FREE COPY OF 78-PAGE 
Chicago 11, Illinois CATALOG OF SIC LISTS 
DElaware 7-0120 
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WEST 
H. L. Mitchell & Associates 


3087 Saturn Avenue 
Huntington Park, Calif. 
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Does Your Window 
Envelope Pass the 
“Fingernail” Test? 


To moke test—tear open window 
envelope and spread flaps. Try 
to get fingernail under window 
seol as illustrated. 


Ordinary Window Tension Solid-Seal 


Left: An ordinary window envelope 
won't poss the test. Your fingernail 
snags the unglued outer edge and 
pushes it up. Result—real stuffing prob- 
lems when inserts snag on window! 


Right: Your fingernail won't loosen 
the window on a Tension Solid-Seal 
because the window seal is smoothly 
and completely glued to the very 
ovter edge. And becouse no excess 
give is exposed, the body of the 
envelope can’t stick together. No 
snags on meter equipment either. 


SOLID 
SEAL 


Window Envelope Passes the 
“Fingernail” Test Every Time! 


Tension Solid-Seal Window En- 
velopes give you smooth, snag- 
free hand or machine stuffing. 
Cuts envelope waste. Hel 
vent costly insert slow 


Available in stock sizes par 
styles. Cellophane and glassine 
windows. Cost no more than 
ordinary window envelopes. 


Send for Solid-Seal 
FREE SAMPLES 


“Tension Envelope Corporation 
Campbell at 19th Street 

Kansas City 8, Missouri 

Please send me Tension Solid-Seal En- 
velope Somp No , of 
course. 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224 -7th St., Garden City, N. Y. 


[— IN SPITE OF ALL THE ABUSE 
heaped on the Post Office. Department 
it isn’t nearly as bad as its de- 
tractors claim. In fact, this reporter can 
find little fault with the faithful em- 
ployees. Is the Post Office antiquated? 
Hell, no. It's doing a remarkable job. 
No one has yet come up with a satis- 
factory substitute for the physical read- 
ing of addresses on a mail volume 
addressed by millions of people 
either in longhand or typewriter. But 
the April 1958 issue of Postal Service 
News illustrates some of the sensible 
steps being taken to speed the mail. 
Punch key automatic sorting after visual 
reading by clerks automatic dis- 
tribution, conveyor systems, functional 
delivery trucks, dual mailboxes. Progress 
is being made. It is sort of hidden by 
all the silly ballyhoo over postage rates, 
subsidized services, inaccurate “deficits,” 
and screwball accounting. But do-"t sell 
the Post Office short. It’s a fine institu- 


tion. 
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Om IF YOU THINK YOU HAVE 
TROUBLES planning and handling your 
direct mail . . . think about the prob- 
lems of those who deal internationally. 
especially in the pharmaceutical field. 
R. G. White, advertising manager of 
Upjohn International Operations, Inc.. 
Kalamazoo, Mich., sent us specimens of 
a New continuing program for their anti- 
biotic, Albamycin. Every word, picture. 
Statistic must be medically accurate. In 
addition to that, the pieces have to be 
changed and are printed in four different 
languages to be used in areas where 
product is being marketed. Compared 
with this . . . your problems may seem 


simple. 
eee 


CORRECTION ON CORRECTION: 
In May 1958 Reporter (page 63) we 
reprinted an item from the March 1958 
Reporter, plus a letter from a lawyer 
representing Ray Stevens of New York, 
| warning us of a possible libel suit unless 
we retracted the statement that Mr. 
Stevens’ promotion concerned the stock 


market rather than his actual business 
. tips on horse racing. We were not 
worried about the libel threat, but printed 
the retraction because we thought it was 
a screwy case and worth a chuckle. The 
sequel is less humorous. The Postal 
Bulletin for May |. 1958 (page 8) an- 
nounced that a domestic fraud order 
had been issued against Ray Stevens of 
New York, N. Y. That's what we practi- 
cally told the lawyer in a private letter. 
He should have let it ride about the 
stock market . . . as postal inspectors 
frown on the promotion by mail of 
gambling. Well . . . that’s another case 
close. 
— 
eee 


A NEW PRESS ATTACHMENT 
allows 1250 Multilith users to print two 
colors at one time. Manufactured by 
Townsend Industries, Inc., the attach- 
ment uses the principle of getting two 
colors with one impression of a single 
blanket. Townsend says registration is 


perfect. Called the T-5! Color Press 
Attachment, the equipment can be easily 
clamped on any standard 1250 multilith. 
Townsend will send you complete in- 
formation and prices if you write them 
at 427 E. Walnut St.. Des Moines, Ia. 
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— A SLICK TRICK was employed by 
Robert and Janet Anderson Maxwell to 
announce the formal opening of Max- 
well-Anderson Advertising Agency at 
River House, Harrisburg, Pa. At least, 
we couldn't miss the announcement even 
though it did come from a_ former 
DMAA board member. It arrived in a 
plain 45%” x 634” manila envelope with 
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because we got to know 
our printer better,” 


® says T.H. Turney, Advertising 
Manager, Paint Division, The 
Glidden Company, Cleveland, Ohio 


a 


Successfu! business men, like T.H.Turney, effective way to present selling ideas 

know from experience the value of good economically. 

direct mail advertising. They also know You'll like working closely with your 

the vaiue of calling in a good printer right printer. We know because we've done 

at the start of every campaign. it for years in bringing him the quality 

Today’s printer is more than a craftsman. papers he needs to serve you best— Sales Offices: Mead Papers, Inc. 
He’s an idea man, too, and an expert at the most complete line in the worid! 118 West First Street, Dayton 2, Ohio 


New York * Chicago « Boston 
helping you find the most attractive and The Mead Corporation, Dayton 2, Ohio. Philadelphia « Atianta 
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a clasp flap. Open the clasp and the 
flap and out popped a 442” x 642” heavy 
Bristol card. Clear out. Announcement 
well printed in two colors on both sides 
of single sheet. But the trick was in the 
inserting. A hole was punched in bottom 
of card. Around this a rubber band was 
tied. End of band was looped around 
clasp and card inserted hole down .. . 
stretching band. When flap was folded 
and clasp locked, the card was held 
securely. But when clasp was opened 
by recipient, card naturally flew out. A 
good format with plenty of adaptations. 


eee 


THE N. Y. HUNDRED MILLION 
CLUB Mailing List Research Committee 
recently issued an interesting report. One 
member had the nerve to mail identical 
quantity amounts every week for a 
period of two years . .. to names in 
all 48 states . . . the quantity in each 
proportionate to total population. Stand- 
ard price offer and package on each 
mailing. Weekly averages were reported 
in detail. It's surprising how little varia- 
tion there was . . . proving how foolish 
some people are to lay off in so-called 
dull seasons. And reminding us of the 
late Lynn Summer's advice, not to con- 
centrate on brides in June. (June brides 


Research mail now 
done quicker, easier 
with greater returns. 
Unique format encour- 


account for only 1/12 of yearly total.) 
Conclusion reached by HMC Committee: 
“While there are fluctuations in weekly 
results year to year, the monthly and 
yearly pattern are fairly constant. For 
this mailer there is the definite indica- 
tion that the best results are obtained 
from mailing in late December-early 
January, with a sharp drop in February 
continuing through June. The July- 
December period shows a fairly even 
pattern with few peaks of lows.” 

— 

eee 
— A MOVING FOLDER made a hit 
. . . produced by the Pittcraft Company, 
now located at 104-118 North Locust, 
Pittsburg, Kansas. The front flap read 
in staggered simulated verse: “We used 
to live where we ain't no more. We've 
moved where we never was before. You 
know where we was but not where we 
is. So here’s the brand new address 
where ‘tis.” Inside . . . a friendly (equally 
staggered) description of growth necessi- 
tating the move. 

eee 
[ SORRY TO HEAR of the death of 
an old friend 75-year-old Eddie 
Stuart, the famous typographer of Pitts- 
burgh, Pa. After years of bumming 
around, he started his own business same 


Your order forms pull best 
when you use REDI-MAIL! 


THE VERSATILE ORDER FORM-REPLY ENVELOPE 


year as this editor (1920). Immediately 
originated Typo Graphic, the slambang, 
witty, philosophical house magazine, 
which has been famous in graphic arts 
and advertising circles for the past 38 
years. Gunpacking Eddie was quite a 
guy and many of us will miss his monthly 
editorial outpourings. None could ever 
quite duplicate him. 

eee 
FEELING THE SPRING OF 
SPRING: Lewis Studios, East Orange, 
New Jersey photographers, created this 
novel self-promotion in tune with Spring. 
Titled “Lewis’ Jumping Jehosaphats for 
Spring Planting”, a cellophane envelope 
containing several colored springs was 


attached inside . against blooming 
flower artwork. Idea tied in with copy: 
“Plant some Lewis photo-ideas-with-a- 
bounce in any sales plot then see 


Subscriptions come back 
faster carrying more 
cash with this two-part 
package of subscription 
and reply enve- 


Free brochure shows 10 new 
ways to increase the pull of 
your order forms. Write today 
on r business letterhead 
to REDI-MAIL for your copy. 


200 Varick St., 
WaAtkins 4-6700 


N.Y. 14 
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Your work is as good as your bond 


Now WHITER and BRIGHTER than ever 


Brighter and whiter than ever — that’s today’s Hamilton 
Bond. It provides more contrast for illustrations, greater 
sharpness for type. That’s why it is a better sheet . 
and why your customers will be delighted when you use 
Hamilton Bond for all their needs. 

Everything else about Hamilton Bond is unchanged. It is 
the same blend of the world’s finest pulps. It has the same 
genuine watermark, clear formation, absolutely level sur- 
face, uniformity, strength and endurance, unmatched printing 
qualities. It is pre-humidified and moisture-proof wrapped. 

What's more, consistent national advertising is increasing 
the prestige and acceptance of — and the demand for — 
Hamilton Bond. 

Standardize on Hamilton Bond—the complete line. It is 
good for you and your customers! 


of course 


PAPERS 


BUSINESS PAPERS...TEXT & COVER... OFFSET... BOOK 


Hamilton Paper Company, Miquon, Pa. + Mills at Miquon, Pa., 
and Piainwell, Mich. * Offices in New York, Chicago, Los Angeles 
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21 MILLION INDIVIDUAL COPIES of these magazines will carry Hamilton ads during 1958 aay 


how results sprout, inquiries grow and 
business blooms.” 


[| DID YOU KNOW that the Govern- 
ment Printing Office is now conducting 
a mail order campaign to dispose of 
surplus government publications? If you 
write to Carper W. Buckley, Superin- 
tendent of Documents, Division of Pub- 
lic Documents, United States Govern- 
ment Printing Office, Washington 25, 
D. C., you can be placed on list to 
receive biweekly “Selected List of United 
States Government Fublications.” You'll 
get sheets listing interesting topics, prices, 
plus an order form. Well worth your 
time to investigate. 
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[— ALWAYS INTERESTED in some- 
thing new being promoted by direct mail 
. . . SO a circular from Steve Johnson 
(36 Lake St., White Plains, N. Y.) caught 
our eye. Clever cartoons illustrate Steve's 
services which he calls, “Handy Rent 
All Shop.” He lists 69 garden and home 


ud, 


ber 


Se 


“ 


et 


Do THE HAI Noy way — 
RENT 4 TOOL’ 


Sand 
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A Cupples PERSONALIZED envelope 
is just your type. We offer you 60 years 
of experience. Let us assist you in in- 
creasing your direct-mail advertising 
returns. 


Our art d is af ico tools which you can rent economically! 


to make do-it-yourself jobs easier. If 
with an unlimited supply of fresh ideas the tool is not listed . . . Steve will try 


for your direct-mailings, free of charge. to get it. Customers can call by phone 
or drop in to free parking for pickup. 
Sounds like a great idea. Promotion 


1898 - 60th ANNIVERSARY - 1958 piece well done. 


— 
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[ A TRAVEL SALES PROMOTION 

FILE is now available (for $5) from 

Theodore Handelman, 1123 Broadway, 

New York, N. Y. It is a compilation 

of practical sales promotion suggestions, 

| ideas and campaigns—especially designed 
upp es for the specific needs of the travel agent. 
‘ The whole range of travel promotion, 

envelope co., ine. including direct maii, newspaper ads, 
publicity and tour promotion is covered 


in the 31 sections of the file. Ted has 
360 Furman Street Brooklyn 1, New York TR 5-6285,6,7,8,9 been a featured speaker at travel indus- 


OTHER OFFICES: BOSTON - WASHINGTON - PHILADELPHIA 
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The Masterlith Offset Duplicator, 
Standard Modei 1115, with Pile Delivery 


PHOTOSTAT 


SUPPLIES 


Easy to operate... fast...versatile ... complete... 


the Masterlith Offset Duplicator 


You don’t have to be an athlete or a genius to run a Masterlith. 

Many adjustments are automatic. The few manual controls are 
»asily understood, and grouped for convenience. Setups are fast 
because they’re easy. You can run at press speeds up to 7200 pieces 
an hour. 

The Masterlith handles any stock, from manifold to 2-ply card, 
in any sizes from 3 x 3 to 11 x 15 inches. It does fine work easily. No 
other office equipment of this size provides automatically the same 
control of paper, ink, and water. 

It’s all there. The Masterlith is ready for any kind of offset dupli- 
cating without a lot of extras. 

Have you tried Photostat" Cartridge Ink—the better, more 
economical ink for all offset duplicators? 


PHOTOSTAT CORPORATION 
P.O. Box 1970 DR, ROCHESTER 3, N.Y. 
PHOTOSTAT Is THE TRADE MARK OF PHOTOSTAT CORPORATION 


TWO-COLOR FOUNTAINS, split to meet your requirements, are 
available for any Masterlith. They produce a 2-color piece in 
one pass through the duplicator. You can change the entire 
inking unit on a Masterlith in two minutes. 


For a demonstration, call one of these Photostat Corporation Sales and Service offices: 


Albany * Atianta + Austin * Binghamton + Boston + Bridgeport + Brownsville * Buffalo * Chicago * Cincinnati * Cleveland + Clifton * Columbus « Dallas « 
Dayton + Denver * Des Moines * Detroit * Gorham + Harrisburg * Hartford * Houston * Jackson * Kansas City + Little Rock * Los Angeles * Louisville * Miami 
Milwaukee * Mobile * Muscatine Newark * New York * Oakiand * Oklahoma City Philadelphia Phoenix + Pittsburgh Portiand Providence « 

Sacramento + Sait Lake City * San Diego * San Francisco * Seattle * Shreveport * Springfield * St. Louis * St. Paul * Tulsa * Washington * Wichita * Winston-Salem 
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HAND IN HAND 


the Hickey Murphy Division 
7 James Gray, Inc. You'll find 


mail ideas, write for a free copy 
of the informative 
Into Your 


THE HICKEY MURPHY DIVISION 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, New York + MUrray Hill 2-9000 


try events for the past several years. He 
has worked with all segments of the 
field, and knows the problems faced by 
the travel agent who wants to increase 


his business. 


eee 
[ ONE PRINTER who is doing a 
bangup self-promotion job is firm called 
Hennage (Ninth & Kearny Sts., N. E., 
Washington 17, D. C.). Glad to be on 
their promotion list. Unique mailings. 


PACE comme ron FOU 


One recent big mailing card in black 
reverse announced a package on the way. 
And a big package arrived containing 
an assortment of padded memo sheets 
for telephone calls, important notes, etc. 
It's a lively continuing campaign. Seems 
like it should win some sort of an award 
in the PIA annual contest. 

eee 
[| SOME PEOPLE are very much 
annoyed by the mailings being made by 
the promoters of Pega Palo, the so-called 
wonder vine-root-herb from the Domini- 
can Republic . . . supposed to give the 
aging Romeos the old urge. Rather sen- 
sational . . . and will probably be stopped 
by the postal inspectors before too long. 
Or by the health authorities 


eee 


[) WE LIKE the 24-page booklet pre- 
pared by the Polychemicals Department 
of E. I. duPont deNemours & Co., 
Wilmington 98, Delaware, for their 
many resellers (distributors, dealers, 
agents). The title: How to Conduct a 
Direct Mail Campaign. The purpose is to 
encourage resellers to conduct their own 
direct mail campaigns (hopefully for 
DuPont products) and to give the less 
well-informed a smattering of knowledge 
on how to proceed. It's for private dis- 
tribution, but if you write to Bob Grass, 
supervisor, Sales Promotion, Chemicals 
Sales Division, he might be able to let 
you see a copy. It’s well done 

summarizing all important points. The 
most important guideposts are briefed 
on last page: (1) Know exactly what you 
want your campaign to do for you. 
(2) Never write a mailing piece unless 
you have something to say. (3) Check 
your mailing list. (4) Be friendly and 
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_ the way for him, supporting his 
effort, locating prospects who 
are ready, willing and able to 
direct mail that lends 
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Stands out in any gathering 


ZIP-STRIP Envelope by CUPPLES-HESSE 


No question about it. The new Zip-Strip by Cupples-Hesse, per- 
forated near the end of the envelope for lightning-fast opening, 
stands out like a king on a throne, makes your correspondence as 
welcome as a queen for a day! 


For envelopes that can help you produce results more rapidly, 
write Cupples-Hesse for samples. 


ot 


CUPPLES-HESSE CORPORATION 
: 4130 N. Kingshighway, St. Lovis 15, Mo.—EVergreen 3-3700 
producers of fine quality - CUPPLES-HESSE CORP. of Michigan 
paper products: 3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—aATiantic 8-5737 
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Auto-typist hits letter typing 
right on the button 


Push-button automatic typing is bringing automation to the handling 
of office correspondence. Now typists push buttons instead of keys, 
and Auto-typist machines take over and do the typing. They do it in 
marvelous fashion, too—turning out letters at 2% times the speed 
of the fastest typist —neat, erasure-free, error-free letters that are as 
personal as your signature. 

Well over half of general office correspondence is routine—or can 
be standardized. Sales letters, order acknowledgements, answers to 
inquiries, and collection letters are only a part of the correspondence 
that can be handled faster, easier, and more economically by Auto- 
typist. One typist can turn out 100-125 letters each day with an Auto- 
typist—3 to 4 times normal manual typing output. 

How Auto-typist works—Precomposed letters and paragraphs are 
perforated on a wide paper roll. This perforated roll operates the 
typewriter keys. As much as 250 lines of copy can be stored on one 
roll. Twenty to thirty complete letters can be prepared, or a series 
of paragraphs which can be combined to make up dozens of letters. 

Salutations are manually typed. Then, by pushing the button or 
buttons that correspond to the letter or paragraphs desired, Auto- 
typist automatically picks out the letter wanted, or assembles the 
paragraphs in the order desired, and types each word as if it had 
been done by hand. Manual insertions of personal or variable data 
can be made in any part of the letter. 

Present users include banks, manufacturers, insurance companies, 
hotels, publishers, retailers, fund raisers. Applications range from 
general correspondence typing to specialized uses such as new ac- 
count promotional letters. The complete story is yours for the asking. 
Just write us on your letterhead. 


AMERICAN AUTOMATIC TYPEWRITER CO., 2323 N. PULASKI RD., CHICAGO 39, ILL. 
MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST 


sincere. (5) Give 
for at least five mailings. 
— 
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Convention in Dallas (October 13 to 16) 


Along with other big doins’ in “Big D” 


will be the presentation of P.1.A.’s Beeny 


Awards for outstanding self-advertising 
Competition closes September 12th 

so Georgina suggests that all printers 
interested should write to P.1.A.. Wash- 
ington 15, D. C. or Miller Printing 
Machinery Co., Pittsburgh 22, Pa., for 
rule book and entry blank. 


eee 


-. THE GEORGE F. CRAM COM- 


PANY, INC., 730 E. Washington St., 
Indianapolis 7, Ind., sells maps, atlases, 
globes, charts, etc.. to schools. We've 
admired their bangup promotional job 

. but we also admire the way they 
merchandise their promotional efforts to 
Cram sales representatives. A_ recent 
piece illustrated Alladin’s genie and 
compared it with what a Cram repre- 
sentative had working for him: Exhibits 
in nine scholastic conventions from 
coast to coast . . . space advertising in 
six national professional magazines .. . 
several hundred thousand pieces of mail 
going direct to the schools and adminis- 
trators. “With all this,” says the Cram 
merchandising piece. “who needs a 
genie?” Good work. 
— 
eee 


[ LETTERSHOPS IN 22 CITIES 
throughout the United States and Canada 
have just completed the first year of 
what is one of the biggest and most 
consistent jobs of self-promotion in the 
mailing service industry. The 22 shops 
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variety to your 
enclosures. (6) Continue the campaign 


[| THIS WESTERN MISS is Georgina 
DiNello, who's rounding up attendance 
for Printing Industry of America’s 1958 
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U.S.E. protects you 


1. V-FLAP © Envelopes 


4. Inter-Departmental 
Envelopes 


Bank Deposit 


3. Return Envelopes 


"You know something, George? It will pay any ad-man 
to take a close look at some of the ideas in envelopes! 


“Take #1, the V-FLAP line. It will give 
your direct mail and mail order a /ift at the 
receiving end. It has the pointed flap and 
diagonal seams which usually mean top- 
level correspondence — ‘The Executive 
Look’ which suggests there’s something im- 
portant inside! They’re top quality, and 
you'll save money, too. 

“Did you ever try a big mailing in an Out- 
look window envelope? You know, nobody 
throws one away unopened! #2 here shows 
five suitable styles. 

““Your returns often depend on the Return 
Envelopes you use! Here at #3 are some 
good ones! Self-Seal seals without licking. 


Folks like that! Kost-Kut and Return- 
velope have the printed order form as part 
of the envelope to speed action and avoid 
errors. And the Bank Deposit envelope, 
printed special, could be a real clincher! 

“One clever stunt caught our eye recently. 
It’s #4 — an Inter-Departmental envelope. 
It was printed to look like a message had 
been routed through the office. It had our 
initials on it! 

““We could go on and on — but why not 
send for the new U.S.E. Envelope Selector 
Chart? It shows styles and lists sizes. It’s 
free! Address Advertising and Sales Pro- 
motion Department — ” 


> with uniform quality — guaranteed 


UNITED STATES ENVELOPE 
Springfield 2, Massachusetts 
15 Divisions from Coast to Coast 


EA-3 
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are subscribers to specially-written syndi- 
cated newsletter copy created by Dem- 
mert & Held Associates, 224 7th St, 
Garden City, N. Y. Written in light 
editorial style, the syndicated copy con- 
tains ideas and information about direct 
mail use. Each monthly edition is sent 
to the lettershop ready for camera. The 
shop then adds its own identifying mast- 
head, and reproduces the four-page news- 
letter offset. Participating shops report 
readership and interest is high among 
both customers and prospects. D & H 
president James McAdam estimates that 
in the past year the 22 shops from coast 


to coast have mailed more than %4 of a 
million copies of the editorial style 


promotion. 


© ONE OF THE BEST insurance 
pitches we've ever read was issued by 
old friend, Vincent J. Ashton (347 Madi- 
son Ave., New York 17, N. Y.). It's a 
two-page mimeographed affair in the 
form of a fable. It’s about a fellow who 
went to a bank to borrow $5,823 to buy 
a bargain lot that would be worth 
$10,000 in 20 years. But he wanted the 
bank to guarantee in writing eight out- 


THE FOURTH IN A SERIES 


More than eighteen years ago Ted 


Tolees came to work for Circulation 
Associates as a sort of “General Spe- 
cialist” in charge of whatever-needed- 


taking-charge-of at the moment. 


As a result, he is thoroughly at home 
in almost every department of the 
company’s many and widely diversified 


operations. 


Actually, however, his consuming in- 
terest has always been the creation and 
installation of Systems for the expedi- 
tious handling of special problems in 


direct-mail and mail-order . . . in im- 


proving existing methods for maintaining lists . . . 
scriptions and merchandise orders . . 


in fulfilling sub- 
. in managing renewals and 
collections and otherwise organizing and setting in motion the neces- 
sary procedures for the orderly conduct of special-purpose mailings 
and shipments. For these he has devised a number of procedures which 
have since been adopted by the industry-at-large and are in widespread 
use today. 


Ted is a native New Yorker, a product of the city school system and 
a former captain of the City College football team. Shortly after the 
outbreak of World War II he was granted a leave-of-absence from 
Circulation Associates to join the Army Air Force where he served 
as a weather-forecaster in the China-Burma-India theater. Mustered 
out at the war’s end, he returned to his work at C.A., dropping all 
marginal activities and concentrating almost entirely on developing 
and installing Systems for the use of C.A. clients. 


There is a Specialist like Ted Tolces at the head of every operation 


that C.A. performs for its clients . 


. . from embossing stencils to 


processing premium offers. They are people who are well grounded in 


their own areas of special interest .. . 


with long years of practical 


experience in the particular phase of direct-mail that may be creating 
a problem for you right now. It would be well worth your while to call 
and discuss your mailing plans with one or more of them before you 


go any further. 


CIRCULATION ASSOCIATES, Inc. 


226 West 56th Street . 


Complete direct-mail service 
New York 19. 


rageous stipulations. The banker laughed. 
Vince winds up the fable with, “But | 
have this lot for sale and you can buy 
it. Why not give me a ring and let me 
show it to you?” Fine logic throughout. 
Maybe Vince would be willing to send 


you a copy . . . even though you are 
not in his territory. 
eee 


© THIS DOUBLE DUTY MAILING 
from the Television Bureau of Advertis- 
ing. Inc.. New York was designed for 
use both as a booklet and bulletin board 


poster. Created by Ken Saco Associates, 
185 Madison Ave., the accordion-fold 
piece featured a slinky spring toy de- 
sign . . . working its way through TvB’s 
five-point sales story. The dramatic 
presentation was printed on Strathmore 
cover stock, hand folded and stitched 
into a heavy 130 Ib. cover with double 
backbone effect. The direct mail format 
doubled in brass, as the accordion fold 
insert pulled out for poster use 


eee 


[) FINE PUBLIC RELATIONS GES- 
TURE made by Morton Adler of the 
direct mail advertising firm of Cassidy- 
Richlar, Inc., Philadelphia. He has pre- 
sented to the Wharton School of the 
University of Pennsylvania an Annual 
Fellowship Grant providing tuition and 
partial maintenance to further graduate 
study in marketing. Recipient will be 
selected by Marketing Division of the 
University. Good idea for others in the 
direct mail field. 
eee 

(—) SHINY PENNIES make eye-catching 
tip-ons for gimmick letters. But William 
Wold Associates, executive aircraft sellers 
at SS1 Sth Ave., New York 17, N. Y., 
used them another way .. . as seals for 
promotion folders selling an Aero Com- 
mander plane. Outside headline on the 
folded piece announced: “You Would 


Not Have To Spend A .. .” (penny 
sealed folder below). Inside copy con- 
tinued: “. . . because Lycoming re- 


manufactured engines have been in- 
stalled, propellers and accessories over- 
hauled, 100 hour inspection made, 
etc. ” Wold’s use of the penny 
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140 West 55th Street, New York 9, 


Telephone: JUdson 6-3768 


Mr. pirect-Mail Ad 


HITCH YOUR CAMPAIGN TO 
TRADING 


AVE TRADING STAMPS 


trading-stamP 
ible to preak! 


SALES STIMULANT. - - 


g0% OF ALL HOUSEWIVES S 
gets the 


with trading stamps. 
more an 


If there ever was 
trading 


TO A 
G-STAMP SAVERS . 


_.and has been 


Our list is exclusive. 
successfully tested. 


Mail the coup 


This is 2 
of women who have 


SPECIALIZED usts AND 
COMPLETE pirect MAIL 
PROMOTIONS 


vertiser: 


A PROVEN 
STAMPS ! 


would have been 
" 


to get 
+. $125 


da more! 
THE STAMFORD SAVINGS BANK 


elling 


ME, YOU CAN 
PRE-SOLD 
"We are extremely 
gratified. . results 
exceeded our most 
timistic 


list of 
est imates 


Riccio Tosacco 
om 
“or 


rs. 
details on this 


"Sales of Regent 


Filter Cigarettes-- 


increased 4900% 
with Triple-S 


ran List Service, Inc. 
40 West 55th Street, New York 19, N.Y 


Miss Bennett: 
We'd like more i i 
e information on your Trading Stamp progra 
m. 


NAME 


COMPANY 


STREET 


CITY & STATE 


Anche Bek app YOUR 
N. Y. TO THESE..- 
‘ 
Total Sales dur ing 
one three-day Blue 
Stamp promotion 
> amounted to $1428. 
habit, it's almost impos business 
; Once she sees how eas : ae 
peautiful gifts free 
tremendous 
— stamps! 
€ 
NOW, FOR THE FIRST Tl 
DIRECT YOUR OFFER salle 
q AUDIENCE OF TRADIN a 
4 
one of the finest stamp plans in the ae 
country - Triple-S is highly respected for — be 
its top-quality gifts. outstanding 
service, and well-integrated Eastern 
“a Let us send you complete as 
ons 
sure way aorease your returns. -- 
faster. on today.-- °F a 
‘phone me. 
4 Cordially. 


Don’t squander 


Reply-O-Letter leads 
on your salesmen 
all at once 


Dole them out just enough at a time — 
to keep your salesmen opening doors 
on live leads all day long. 


Why not give them out all at once? Because with Reply-O-Letter 
you get so many more inquiries (usually 30 to 40% more) that your 
men might be confused by the quantity and lose respect for the quality. 


And Reply-O-Letter inquiries are the highest quality 
leads you can get. In fact you can tighten up your sales appeal to 
heavily qualify your prospects—and still the leads roll in. 


Find out how Reply-O-Letter with the built-in reply card 
works to put new vigor into your sales program — how 
we keep your salesmen sold on the value of Reply-O-Letter 
leads — how our skilled letter writers and artists help 
put across your sales message. We've been 
doing it successfully for 25 years. — 


Get further details about the sales , 
forces we serve. Write for a copy of our es 
booklet “The 3 R’s Of Direct Mail.” 

On your letterhead, please. 


REPLY-O-LE 


1 Central Park West, New York 23, N.Y. 


Sales Offices: 
New York Boston * Chicago Detroit Cleveland Toronte 


gimmick was both eye-catching 
and functional. 


HIGH-FLYING LETTER WRITERS 
will find a convenient addition aboard 
many American Airlines coast-to-coast 
flights. The airline has installed light- 
weight portable disc recorders developed 
by SoundScriber Corp. of New Haven, 


Conn. Airborne dictators can mail the 
disc to either their home office or any 
SoundScriber outlet for transcription. 
SoundScriber will also provide a tran- 
scriber (free of charge) for use by the 
flying dictator's secretary. Sounds like a 
gocd idea . . . for creating while you 
cruise. 

eee 


SAFETY FOR INDUSTRY is be- 
ing promoted by the National Safety 
Council in two new booklets now avail- 
able. One is “Rules For Safety” 

containing 40 pages of illustrated do's 
and don'ts for using power tools, stack- 
ing material, lifting, etc. The Council 
says it’s the biggest and best set of safety 
rules ever compiled. The other publica- 
tion is “Five Minute Talks for Fore- 
men” .. . 52 explanations of safety sub- 
jects ranging from “why we have a 
safety program” to “bumping into people 
and things”. Both booklets may be 
obtained by writing the Council at 425 
N. Michigan Ave., Chicago 11, Ill. 

eee 

SETON HALL UNIVERSITY'S Col- 
lege of Medicine and Dentistry in New 
Jersey has been equipped with a com- 
plete mail room . . . donated by Fisher- 
Stevens, Inc. of Clifton. The contribu- 
tion made by the professional mailing 
service gives New Jersey's first medicine 
and dentistry college a room providing 
individual key-opening mail boxes, read- 
ing tables, etc. In making the donation, 
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COLOR PHOTOGRAPH BY ANTON 


Are you shaving too closely on letterheads? 


A GOOD LETTERHEAD PAPER and its envelope cost just 
about a half-cent more than a poor letterhead and 
envelope. 

Saving that half-cent loses all the extra values you 
get in Howarp Bonp. Its immaculate whiteness. Its 
crisp feel. Its business-like crackle. Its ability to bring 
to your letters a marked improvement in appearance 


HOWARD PAPER MILLS, INC. °* 


and in the respect with which they are received. 
Don’t cheapen the image your letterhead creates. 
What you pay for Howarp Bonp is money mighty 
well invested. 
Your paper merchant or favorite printer will show 
you samples of Howarp Bonp in whitest white and 
in attractive colors, too. 


HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard bond 


“The Nation’s 
Companion Lines: Howard Ledger + Howard Mimeograph 


Printed on Maxwell Offset 


Business Paper” 
Howard Duplicator + Howard Posting Ledger 


Basis 8O— Maxtone finish 


4 wa | 
" 
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Howard Paper Mills, Inc. / MAXWELL PAPER COMPANY DIVISION / Franklin, Ohio 


We'd be pleased to send you samples of our eight finishes and two tints 


COLOR PHOTOGRAPH BY ANTON 


Printed on Maxwell Offset — Basis 80 — Maxtone finish 
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< 


Fisher-Stevens chairman of the board 
Fred M. Corwin said “It is particularly 
important that ethical pharmaceutical 
manufacturers and those who serve the 
industry aid in insuring the success of 
our colleges.” 


oO ir RUMORED around that there 
will shortly be presented to DMAA and 
other associations a Code of Ethics for 
the List Brokerage Business . . . for list 
owners, list renters and brokers. It was 
spearheaded by article in September 1957 
Reporter authored by Boyce Morgan of 
Washington, D. C. Much has been going 
on behind the scenes since then. We 
will tell you all about it when the “code” 
becomes a reality. Will make things 
pretty difficult for the few, but notorious, 


chiselers. 


[| ALWAYS LIKE TO SEE examples 
of well-written newsletters. Latest . . 
“Rock Gardens Inn News” from Sebasco 
Estates, Maine. Editor and co-owner 
(with husband), Dot Winslow, makes this 
cottage summer resort sound mighty 
interesting. And her word reports of 
winter travels are praiseworthy. So too 
are the colorful folders describing the 
beauties and pastimes of a holiday at 
Rock Gardens Inn. 


0 GLAD TO HEAR that an old (and 
first) customer of this editor (when he 
was in creative lettershop business in 
Pittsburgh, 1920 to 1928) won a Cer- 
tificate of Distinction in furniture cate- 
gory of 1958 Annual Brand Names 
Award. Frank Weberman (and wife) of 
Colonial Art Furniture Co., 3900 Fifth 
Ave., Oakland, Pittsburgh 13, Pa., were 
on hand at the Waldorf-Astoria in New 
York to accept the honor on April 16. 
Frank kindly credits this reporter with 
some of the know-how learned from 
early tutoring. Frank joins another old 
friend, Milt Gair of Redlands, Calif., for 
knowing enough about advertising and 
direct mail to cop one of these Brand 
Names Awards. 


0 “A NEW SELLING TOOL FOR 
YOU” says the front cover of a promo- 
tion piece from The Heinn Company, 
Milwaukee 4, Wis. Die-cut in the shape 
of a loose-leaf binder, the mailing pro- 
motes formats for catalog and sales 
manual merchandising. It features one 
promotion piece which allows imprint 
space of 11” x 17” on its inside spread. 
You can get a sample of the promotion, 
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better, faster 


THE 


“Bunn Tying Machines ‘a necessity’ for large mailings,” 


says Donald Walters, Pres., American Advertising Service 


“Sometimes it is necessary to quote on mailings of up to one- 
half million pieces,” reports Mr. Walters, who heads this Cin- 
cinnati direct mail firm. “Without our Bunn Tying Machines, 
it would be impossible for us to quote on a job that size . 
let alone accept it if offered. Truly, Bunn Machines are a very 
important and integral part of our mailing operations.” 

Tying out huge quantities of mail . . . quickly . . . is simple 
and economical with Bunn Package Tying Machines. Each 
wrap and tie of the strong twine is made in 1% seconds... 
or less . . . never too tight, never too loose. Bunn Machines 
adjust automatically to any size or shape . . . tie the smallest 
commercial envelope or the largest catalog type. The slip-proof 
Bunn knot . . . which can’t come undone . . . is approved by 
postmasters everywhere. Operation of Bunn Machines is 
fatigue-less, simple . . . beginners immediately do as much 
work as 5 to 10 experienced hand-tyers. 


PACKAGE 
TYING 

MACHINES 

Since 1907 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. RO-68, Chicago 20, Ill. 


Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO.., Dept. 
7605 Vincennes Ave., Chicago 20, Ill. 


(CD Please send me a copy of your free booklet. 
(CD Please have a Bunn Tying Engineer contact me. 
illustrates the 


WHOLE STORY 
Send today for 
this fact-packed 
booklet, which 


many Name 
of Bunn Tying 


Company 


Address 
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SEND THIS COUPON! It will bring you ) 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
wit JADDERN INC. Chances are we have the BEST lists 
25 3A AVENUE © NEW YORK 3, u.¥. | for your needs, yet they'll cost no more 
PHONE: SPring 7-7460 than ordinary lists. Our recommendation 
CHARTER MEMBER: National Council of 1 service is FREE. Simply send the coupon. | 


Mailing List Brokers 


LETTERS 


YOU GET ALL THIS: 


@ letterhead One Color on 25% Rag Bond 
© Salutation Fully Personalized 
©@ Letter With Typewriter Impression 
@ Signature in Blue Ink 
© Letter Folded and Inserted 
© You Get Printed Envelope 
© Your Postage Applied 
WRITE FOR PARTICULARS 


GIVING YOUR REQUIREMENTS 


*Price on Five Mailings of 25,000 Each. 
Two Mailings of 2,000 Each as Low as 13'4c 


plus details about the merchandising 
tools, by writing to Heinn at the above 


address. 


[] POSTAL INTELLIGENCE DEPT.: 
Did you know there are 18,300 Rural 
Free Delivery carriers today, who drive 
u total of 1,500,000 miles each week 
day? And even today there are 135 
horseback routes; and 96 carriers using 
shallow-draft boats to deliver mail. The 
first letters to Alaska cost $450 each to 
deliver. Now you can send First Class 
Mail to Alaska for 3¢ an ounce, Air 
Mail for 6¢ an ounce. These statistics 
were contained in an interesting promo- 
tion letter from Mary Ellen Clancy 
(mailing service), 250 Park Ave., New 
York 17, N. Y. 
eee 

™ CANADA IS BEAUTIFULLY 
PROFILED in the Spring, 1958 edition 
of The Texaco Star, external publication 
of the Texas Co., 135 E. 52nd St.. New 
York 17, N. Y. The entire 26-page issue 
is devoted to describing “The New 
Canada”. Articles on Canada’s prairie, 
agriculture, industry, people (with bril- 
liant full-color photos) reflect Canada's 
new vitality. The Texaco Star’s vivid 
editorial sweep across Canada is an in- 
spiring report on the dynamic growth of 
Canadian progress. 


—) R. H. AMES ASSOCIATES is a new 
promotion firm servicing publishers and 
industria! advertisers in the Washington- 
Baltimore area. President Robert Ames 
was formerly with Boyce Morgan Asso- 
ciates, Washington, and later was pub- 
lisher of the Army -Navy-Air Force 
Journal. Headquarters of the new firm 
is 3834 Mount Vernon Ave., Alexan- 


dria, Va. 


“3033 RETAILING IDEAS”, popu- 
lar book compiled by retail expert 
Emanuel Lyons, is now in its second 
printing. The 306-page manual of retail 
information is loaded with advertising. 
promotion, merchandising ideas . . . used 
in the U. S. as well as 54 foreign coun- 
tries. Price of the book is $3.95 .. . 
available direct from William J. Papp, 
publisher, 64 N. Lyle Ave., Tenafly, 


New Jersey. 


[{) “THE JOHN J. PATAFIO CUP,” 
named after the president of Ambassador 
Letter Service, Bellmore, L. L.. will be 
awarded again at the Hotel Sales Man- 
agement International Convention § in 
Montreal (Nov. 19-23). The annual 
award is made each year for the best 
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404 E. Capitol Ave., Little Rock, Arkansas 
af 


With the Justowriter, automatic tape-operated composing 
machine, all printing on offset duplicators in your office 
can be professional looking, with justified margins, accurate, 
easy to read .. . at a substantial saving in cost over type- 
writer or hot metal composition. Any printing or duplicat- 
ing job, large or small . . . can be set on direct image 
plates or reproduction proof paper from the Justowriter’s 
punched paper tape. 

One keyboarding on the Justowriter Recorder produces a 
visible copy and a punched tape. This tape operates the 
Justowriter Reproducer to set sharp, justified proofs auto- 
matically at 100 words per minute. Author’s alterations or 
corrections are easily made by making a tape from a tape 
. . . automatically. Fourteen different type styles are avail- 
able in sizes from 8 to 14 point. 


WRITE TODAY on your business letterhead for additional 
information on the justifying type-composing Justowriter -- 
a basic Tape-Talk machine in the “‘new world for busi- 
ness’’ created by Friden. 


FRIDEN, INC., San Leandro, California 
THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 POINT GALVIN TYPE 


Use Justowriter composition for 
BOOKLETS 


CATALOGS 
NEWSPAPERS 
DIRECTORIES 
HOUSE ORGANS 
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No other direct mail piece has quite the mag- 
netic attraction . . . is quite so “wastebasket 
proof” as a blotter. Matter of fact, it’s become 


a very simple formula for direct mail success. 
There is a 
SORG BLOTTING 
for Every Price and 


To the tremendous retention value of a blotter, 
add your product, service or sales message. 
Apply the finishing touch by printing the job 
on Blotting by Sorg. And that’s important! 
Because, as hundreds of top advertisers know, 
your sales story is assured the very best in 
exposure and impression, by the eye-appeal- 
ing background of quality Sorg Blotting. 

Ask your Sorg distributor for swatch books 
of the Sorg Blotting grades. From the magnifi- 
cent array of colors, finishes, and sizes, you 
are sure to find the right blotting in the right 


price range for your purpose. 


© Monvfacturers ond Converters of Stock Line and Specialty Papers 
STOCK LINES 


direct mail campaign promoting hotel 
sales. Conducted under the auspices of 
The Hotel Management Assn., the com- 
petition will be judged by a board of 
hotel experts. Campaigns will be selected 
on the basis of planning, copy approach, 
physical appearance, continuity and re- 
sults. There is no fee for entries, which 
can cover any aspect of hotel sales 
(rooms, food, beverage, business conven- 
tions, etc.) Hotel advertisers can get full 
information from Adrian Phillips, vice 
president, Hotel Sales Management Assn., 
1325 Boardwalk. Atlantic City, N. J. 


eee 


[) THIS PAPER CLIP ART made an 
attractive cover for The New York Times 
summer school advertising promotion. 
The paper clip daisy was created by 


what do you have to offer 
summer school students? 


Photography for front and back cover) 
of a folder selling the Times special Sum-) 


mer School feature to advertisers. With! 
headline printed in red on heavy white 


WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE « MIDDLETOWN POST CARD «+ 410 TRANSLUCENT « No. 1 JUTE DOCUMENT 
SORG'S BLOTTING «+ BRILLIANT VELLUM + REGISTER BOND + TENSALEX + GRANITEX + PARCHTEX 


Offices in NEW YORK © PHILADELPHIA « CHICAGO « BOSTON « ST. LOUIS + LOS ANGELES 


make sure your next mailing brings 


the replies and results you want... 
be sure that you specify 


RESPONDA- 
LETTER 


Tried and proved time after time, Responda- 

Letter consistently out-pulls ordinary direct 

mail! Used by mailers in every “field” to 

get inquiries and sales, back up salesmen, 

raise funds, clean lists. The “built-in” 

reply form shows through the window in letter 

and envelope—one addressing personalizes all 

three pieces. Finest copy and art available, too. 

For samples and details, call or write RESPONDA-LETTER 
CHICAGO: 411 South Sangamon St., Chicago 7, Ill., MOnroe 6-9878 
NEW YORK: 520 Fifth Ave., New York 36, N.Y. MUrray Hill 7-6359 


stock, the unusual design was both im- 


pressive and appropriate. 

eee 
[) “FOUR DECADES OF AIR MAIL” 
is the interesting lead article in the May 
issue of Mainlimer, external h.m. pub- 
lished by United Airlines, 5959 S. Cicero 
Ave., Chicago, Ill. The illustrated piece 
is a brief but inspiring history of Air 
Mail’s 40-years as a postal service. The 
pioneer Air Mail route was from Wash- 
ington, D. C. to New York. Today's Air 
Mail service stretches over regular air- 
lines complex passenger-mail-cargo routes 
everywhere from coast to coast. Main- 
liner’s history of the service was a fitting 
tribute to Air Mail's 40th birthday on the 
18th of last month. 


in your DIRECT MAIL 
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© Serg’s Kromekote Blotting | 
© Sorg’s Enameled Blotting 
© Sorg’s Bluebird Blotting | 
© Sergs Embossed Blottings 
‘Mosax and Basketweave) | 
© Sorg’s Utility Helftone | 
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Why People Say 
“There’s Only One Dickie-Raymond” 


What a Tight Market Can Teach You about Selling 


Everywhere you read about it. 
Advertisers are shifting from the 
“soft-sell”” to the “hard-sell’’. Not 
just in what they say in their 
advertising, but in the media they 
use. There’s a swing to direct mail — 
and for good reason. 

Expertly prepared direct mail is 
a sleeves-up method of advertising 
and selling. It produces tangible, 
traceable results. It brings impres- 
sive measurable readership. It con- 
verts hard-cash advertising dollars 
into hard-cash sales. 

This is the thing you learn out of 


today’s conditions. And it’s a won- 
derful lesson because the princi- 
ples apply any time, when sales are 
tight or when they’re easier. 

But there’s one thing more you 
should know. Result-getting direct 
mail usually is not home-grown or 
simple. It takes experience. It takes 
a variety of talents. It takes all the 
things you'll find only in an organi- 
zation like Dickie-Raymond. 

Today’s problems are not new to 
Dickie-Raymond. We’ve been pro- 
ducing sales leads, lowering sales 
costs, for clients for 37 years. We 


specialize exclusively in direct mail 
and sales promotion. No commis- 
sionable media. Cost? About the 
same salary as a junior executive. 
Is this the year we should meet 
each other? 


DICKIE-RAYMOND 


Direct Mail Advertising 
Sales Promotion Counsel 


225 PARK AVE., NEW YORK 
MUrray Hill 4-3610 

470 ATLANTIC AVE., BOSTON 
HAncock 6-3360 


SERVING SUCH LEADERS AS: 4TNA LIFE / AMERICAN CYANAMID Surgical Products / EASTMAN KODAK Industrial / GENERAL 
ELECTRIC Air Conditioning / NEW YORK STOCK EXCHANGE / PAN AMERICAN WORLD AIRWAYS / PITNEY-BOWES / PUERTO RICO 
ECONOMIC DEVELOPMENT ADMINISTRATION / RECORDAK CORP. / SHERATON HOTELS/SYLVANIA ELECTRIC /WALL STREET JOURNAL. 
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“You Auto Buy Now” ballyhoo and “Promise her any- 
thing ...” pitches are the type of selling we should avoid, 
says this well-known direct mail counsellor. Here, he tells 
why the real need is for more honest imaginativeness 
‘dat and intelligent creativity. 


HOW TO FIDDLE WHILE 
THE CONSUMER BURNS 


Lawrence G. Chait & Company, 


by Lawrence G. Chait, President 


Reporter's Note: Larry Chait is one of direct mail’s leading 


Madison, Michigan and Wilshire . . . 

agencies. Mest Reporter readers remember him well es 

past president of the DMAA, former circulati stiv 

for Time, Inc., and direct mail advertising manager for 

R. L. Polk Company helped goin new stature for direct 
mail as an advertising medium, through his tireless exploitation of The Polk Market. 


Wherever he’s 


been, Larry hes talked up the virtues of direct mail in countless 


speeches to ad agencies and notional advertisers. Soon after forming his own ad- 
vertising and sales counseling firm not long ago (Lawrence G. Chait & Co., 745 Sth 
Ave., New York), Larry embarked on a speaking tour which included Fort Worth- 
Dallas Direct Mail Day and the Assn. of National Advertisers Business Workshop in 
Chicago. On May 8th, he returned to New York's Hundred Million Club, of which he 
@ post president, to deliver “How To Fiddle While The Consumer Burns.” Reading 
Larry's latest address here, you'll find he pulls no critical punches, lauds three top- 
notch mail campaigns, then outlines nine suggestions for more intelligent creativity. 


— BUSINESS FIRMS of every 
size and type, the advertising 
and total marketing function has been 
enhanced in prestige and broadened 
personnel-wise to cover a great range 
of activities. Advertising agencies 
across the nation have poured tens of 
millions of dollars into training and 
equipping their staffs to service client- 
needs in a more complete fashion than 
was ever before possible. A whole new 
catalog of research techniques has 
grown up. Vast organizations have 
thousands of interviewers shuttling 
back and forth across the land talking 
to millions of people about their likes 
and dislikes, their habits, their prefer- 
ences and their motivations. 

Out of a great mass of statistical 


data has come information and opin- 
ion placing the consumer under the 
microscope. Presumably we advertis- 
ing people should now have the per- 
sonnel, the money, the techniques, the 
information and the know-how to 
do the kind of sales job which will 
keep the nation rolling along to an 
ever higher level of production and 
prosperity. 

Why, then, are we now in the midst 
of a recession which has been deepen- 
ing for months and the end of which 
is not yet in sight? 


Big Three Ballyhoo 


Of all the industries in the United 
States which might be best equipped 


New York 


to meet and beat any kind of reces- 
sion, the one supposedly best geared 
with talent of every shape, manner, 
form and size, should be the auto- 
motive industry. This industry has 
spent millions tooling up to do the 
kind of advertising and selling job 
which would go down in history for 
its achievements. 


Why, then, is the automotive in- 
dustry in such dire straits? 


Reading Printers’ Ink this past 
week. I came upon an article head- 
lined: “Car Makers Unite in Hard- 
Sell Campaign to Reverse Downturn.” 
The article went on to say: 


“... the Big Three auto makers have 
cooperated with each other and with local 
dealers in about ten cities where “You Auto 
Buy Now” rallies have been staged. 

“Launching such a rally in New York 
last week, William G. Power, Chevrolet's 
national advertising manager, noted that it 
was the first time in the history of the 
highly competitive auto industry that the 
Big Three ever cooperated in a joint ven- 
ture to sell cars—any cars. He added, 
“Why? Because we're in trouble.” 

“Power, well-known to ad men for his 
old-fashioned, razzle-dazzle selling, rode into 
the arena on the back of an elephant, wear- 
ing a pith helmet. Ringling Brothers 
Barnum & Bailey Circus, then in town, pro- 
vided the props. Striding to the rostrum, 
Power tore off his jacket and tie and alter- 
nately pleaded and dared the 2,000 dealers 
in the metropolitan New York area to get 
out and sell cars. 

Bill Power is a man revered by the 
auto industry . . . and an advertising 
practitioner for whom I have enor- 
mous respect. But I wonder whether 
this kind of solution in which he was 
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spokesmen. Well-known as an expert exponent of the 
a . medium, he hes done on impressive job in the past 13 
‘se years to force more recognition of direct mail along 
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involved is the answer to the deep 
troubles of automotive selling. 

In a recent trip across the country. 
I found a notable lack of enthusiasm 
for the automotive industry's much- 
touted phrase: “You Auto Buy Now.” 
As a matter of fact, people every- 
ow tn seem to be almost insulted by 
this slogan. In conversation across the 
luncheon table or in casual meetings, 
this phrase was virtually always re- 
ferred to with derision, and people 
said: “Who says I should buy now?” 


“Why should I buy now?” 
New High-Level Creativity Needed 


These are logical consumer ques- 
tions. | guess one of the first lessons 
every mail order copywriter is taught 
is the importance of reason-why copy. 
No mail order writer could last out 
the week if he used the kind of sterile 
thinking which, in my opinion, is 
symbolized by this great auto indus- 
try slogan: “You Auto Buy Now.” 

Very simply put, it is my opinion 
that sloganeering, pith helmets. ele- 
phants and pleading — the old-time 
razzle-dazzle of salesmanship — just 
don’t add up to the kind of sustained 
appeal which is going to send people 
into stores or showrooms anywhere 
during the course of the present eco- 
nomic downswing. 

We advertising people have an obli- 
gation to move people into buying 
action . . . but it is an obligation not 
to be met simply with sophomoric 
solutions. The job of advertising peo- 
ple is going to take new means of 
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(Above) This very effective Ford Motor 

is @ creative product of O. E. Mcintyre, Inc. 
The advertiser employed a very dramatic 
envelope with a reproduction of a Ford Thun- 
derbird in fire-engine red. The large value 
stamp entitled the recipient to a Thunderbird 
model. The heart of the mailing wos a ques- 


fed back to y the dealerships, the salesmen were 
provided with a = opportunity for an 
appearance before 

The mailing served age purpose of getting the 
salesmen out of the showroom and into the 
prospect's home on oa basis that made conver- 
sation about automobiles in general and Ford 
in perticulor a natural topic of conversation. 


NINE POINTS WHICH CAN IMPROVE DIRECT MAIL CREATIVITY 


There are in my opinion nine primary areas in which maximum creative 
effort must be exerted if we are to achieve the kind of direct mail 


advertising returns we need: 


3 Check your copy approaches for the 
appeals which sing and sell. 


4 Anclyze your layouts for eye-catching 
interest and priority attention to key 


sible to get across “a message without 
words.” 

6 Employ color to reach the senses—to 
please, placate and push. 

7 Give more attention to the shape of 
your mailing pieces—here is an ancient 
instinct arouser. 

8 Profit by the extra added attraction of 
gadgets—when they can be used to add 
emphasis to your sales points. 

Q Recheck your offer—this is where you 
take your “proposition of sale” and put 
@ price tag on it! 


These nine points obviously are not the only ones in which your creative ingenuity can nit 
its stride. But | have found that if you use them as a checklist on your own creative 
thinking, these nine “musts” will stir your imaginative, creative thinking in a variety of 
directions . . . giving you solutions of a positive and dramatic nature. 

To illustrate the way in which | see such real imaginativeness at work in direct mail 
todoy, here ore three pieces currently in the mails. These Book-of-The Month Club, Ford 


and Pitney Bowes mailings were produced with great vision, and therefore obtained 


wonderful results. 


(Left) One of the most remarkable direct mail ee 
efforts of recent years is that jointly con- ee oe 
ducted by RCA-Victor and Book-of-the-Month 
Club in the launching of the RCA-Victor So- 
ciety of Great Music. The envelope measured Se 
8” x 11” and contained a four-color process ee 
reproduction of an oil painting of three ee 
women musicions. Thus was the mailing given WHICN 
® on atmosphere of musical interest the minute as to shether or not the respondents were :. ae 8 
you sow it. The mailing itself contained a two- " ; 1 
page letter, a 16-page booklet prospectus, a 
special flyer covering the names and contain- ae 
ing photographs of the Selection Panel and gee 
large order form which featured the offer. 
This mailing produced by Book-of-the-Month 
Club will go down in history os ao landmark Bibs, 
in the fully creative use of the potential te 
inherent in direct mail advertising. = 
] Analyze your basic product with a top 
priority view to making it more at- ate | 
2 Analyze your mailing list usage pattern alg ud 
with a view to the motivations which af tide 
impel people to buy your product or is a 
sales points. 
5 Use maximum illustration wherever pos- 
27 


PITNEy.- 


boosting office Morale or two 


and 
we he nd and ai 
YOur address rect, Office Coote, ban 8°09 ideas ic, 
Called, What YOu please check to make Sure 


Dookie: Boss Shouig Know Aboy, 


In her 
own 
the Words. (weil me 


thoughts thar 8° on we put the 


8UCh tedioy he ™ into he 
way By ane ae getting **pecially — tells 
‘ching ste ™ail the ° Comes 
mp Id-lashione 


But the 
*tOry ends happily. of co 


We Delieve 
you'll 
though, Olfers oon 


laughs tr 
Overhead ang 


Solution to 
thar’ 
Shat's me laughin 


some 
bookie: 
erteim probi 

To get yo matter 

Below, 

Dookie: to this letter in 
with our 

nts. 


Cc MY address Pelow is OK 


Heme and Address 
of Prospect 
Pillea Ie Sere 


BOWEs, INC. 


CONNECTiCyy 


Secretaries 
and light-near 
of typ: 


when the Doss buys he, VOu-ano 


= the same time 
8 of *Piralling Office 


address 
eu may the 


Very truly yours 


iccomplishment. It is going to take a 
new high level of creative ability . . . 
as the answer to meeting and selling 
the kind of consumer we face in 1958. 

We live today in a world vastly 
changed from the world of just a few 
years ago. New times are producing a 
new kind of people with new oppor- 
tunities and new attitudes toward life 
in all of its complexity. We are just 
at the beginning of a new epoch in the 
long history of civilization . . . a new 
epoch brought about by unimaginable 
advances in education, in science, in 
technology and in communication. 

I would like you to read this quote 
from a new publication titled Eco- 
nomic Growth in the United States — 
Its Past and Future issued by the 
Committee for Economic Develop- 


ment: 
. . . the average American is now able 
to spend far more on conveniences, luxuries 


this 
ted £aPptions 
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Boss Should Know About Secretaries.” It is now producing a lead return in excess of 
ten per cent on Pitney-Bowes house prospect lists. The title undoubtedly is of such broad 
' ible for this remarkable return, which is nothing 


and services; for an automobile, television, 
travel, theater, books, magazines, news- 
papers, sports, and a host of other things 
he could not afford, or afford as much of, in 
earlier periods. As a result, he knows more, 
sees more, goes more places, and in general 
has freedom to choose among more things 
to do than ever before, including, notably, 
the use of his time. Because of savings, 
Social Security, Unemployment Compensa- 
tion, and private insurance, he can also be 
far freer from money worries. 

“The revelations already afforded by sta- 
tistical knowledge disclose, unmistakably, a 
long trend of growth. Since the main causes 
identified with growth continue to operate, 
that trend can reasonably be expected to 
continue. A momentous conclusion follows: 

“If we conduct our economic affairs with 
intelligence, we can reach a general level 
of material well-being higher than was ever 
before conceived of as possible.” 


Certainly the promise of the future 
is going to be heavily conditioned 
by the intelligence which we as ad- 
vertising people bring to bear upon 
our economy, and the solution of 


the problems inherent within our 
economy. 

We have an obligation and a re- 
sponsibility to come up with answers 
which apply to this current recession 

. answers which make sense to the 
new consumer in this new day, and in 
terms of his interests and attitudes 
right now. 


The New Trend Of 
Consumer Acceptance 


It is only the loneliness of creative 
thinking which is going to provide 
the kind of depth solutions which are 
needed if we are to work our way out 
of this problem. But I believe it is 
important to note that very creative 
mailing pieces are no longer the rare 
exception . . . they are indicative of a 
new trend in direct mail advertising. 

It is important to know that many 
direct mail practitioners such as those 
shown on these pages are moving in 
directions which create consumer ac- 
ceptance for this advertising medium 

. consumer acceptance which is 
synonymous with successful selling 
and successful advertising effort. I am 
very proud of the work being done in 
this medium by those who advance 
the standards of our work. Particu- 
larly so when I sit before my tele- 
vision set late in the evening and am 
sickened by such alleged advertising 
slogans as: 


“Promise her anything . . . but give her 
Arpege.” 

The firm of Lanvin had an excellent 
prestige acceptance for Arpege . . . an 
acceptance built wisely and well over 
the years for a quality product. It is 
incredible to me that an advertiser, 
having once gained such stature and 
such acceptance, should employ so 
amoral an approach to its product 
advertising. 

How can we, as advertising practi- 
tioners, excuse those who are guilty of 
confirming to the public that we ad- 
vertising people are without ethics 
and without honesty, and that we 
would deal in such slogans as: “Prom- 
ise her anything, etc.?” This is a dis- 
graceful kind of advertising and 
shames those who engage in it. 


I think you'll find it refreshing. by 
comparison, to study the kind of cam- 
paigns which are exemplified by 
Pitnev-Bowes or by Ford or by Book- 
of-the-Month Club in their direct mail 
efforts shown and described here. 


Let us continue along these lines 
. . . to create the kind of direct mail 
and mail order advertising which 
not only “brings home the bacon,” 
but which also does a good job for 
the entire advertising profession in 
the process. @ 
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A young advertising manager tells how an idea 
was born, how management was convinced, and .. . 


by Charles N. Jones, 
Advertising Director 
Williams Manufacturing Co., Ft. Smith, Ark. 


WO YEARS AGO THIS MONTH, Wil- 

liams Manufacturing Company of 
Fort Worth, Arkansas announced a 
new addition to our line of furniture 
components, Steel Mounting Plates. 

Although Williams hadn't used any 
real direct mail before, I instigated a 
small direct mail program to promote 
the new item . . . and step-up interest 
in Steel Swivels and Swivel Assemb- 
lies (we had been manufacturing these 
since 1954). 

The first job was to compile a mail- 
ing list from table, chair and uphol- 
stered furniture manufacturers who 
display at Chicago, High Point and 
Dallas. This list was then checked 
against the credit ratings in Dun & 
Bradstreet and Lyon’s Furniture Cre- 
dit Reference Book. Those with ques- 
tionable credit ratings were deleted. 
The list was finally submitted to our 
salesmen for any additions or correc- 
tions they wanted to make. 

Weldon Williams and Lick of Fort 
Smith were then commissioned to 
create the brochure shown here . . . 
promoting the new Mounting Plates. 
in addition to showing the Swivels 
and Swivel Assemblies. 

The first mailing went to 600 manu- 
facturers. In addition to the brochures. 
mailings included post cards and stuf- 
fers. 

It is interesting to note that the ma- 
terial cost of the campaign was only 
$842.24. 

6000 Brochures and Price Lists $438.47 
5000 2¢ Post Cards 131.11 
5000 Rocker Spring Stuffers 22.66 
Stamps and Envelopes 250.00 


$842.24 
During the 22 month period, the 


direct mail campaign has accounted 
for 114 new customers: 


HOW OUR FIRST 
DIRECT MAIL EXPERIENCE 

SOLD US ON A 
CONTINUING CAMPAIGN 


A NOTE ABOUT THIS CAMPAIGN ... 


by S. W. Jackson, Jr. 
Weldon, Williams & Lick, Inc. 
Fort Smith, Arkansas 


While Williams initial Swivel folder was printed only in black, it has since been 
printed in four different vivid colors . . . so that each mailing uses a different 
color for eye-catching value, while retaining the same design for continuity. This 
firm had never before done any real direct mail advertising and were reluctant 
to spend the money necessary to give them a nice job of printing. Their advertising 
director, armed with an artist's sketch from us, was able to sell the management 
en using some art work and creating a design rather than just straight set copy. 
After recently being presented with Advertising Director Jones’ survey of the cam- 


paign, they decided to make a monthly appropriation for direct mail advertising 
and are looking forward to further expansion of their sales by use of this medium. 


But more important than these 
figures is the gross billing from new 
accounts credited directly to the Di- 
rect Mail Campaign. 

These 114 new accounts who have 
never been contacted in any way ... 
except by direct mail . . . accounted 
for $56,417.44 worth of gross busi- 


ness during the past two years. 
Obviously, this initial experience 
has sold us on the value of direct mail. 
Since obtaining these excellent results, 
Williams Manufacturing Company 
has expanded its direct mail program 
to include mailings to 1200 prospects 
. On a continuing monthly basis. 
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“When it comes to getting votes, 
the personal factor is all-important . . .” 


HOW DIRECT MAIL HELPS 
WIN POLITICAL 
ELECTION CAMPAIGNS 


local political scene. What it can do 
fluence election results is described 

@n agency copy chief who's seen 
personal letters to the people in his 
town of Little Silver, New Jersey, were i 
strumental in putting him in office . . . 
first opposition in many yeors. Arthy 
Cone’s personal experience is particu 
timely for the months ahead. If your hat is 
in the ring . . . follow his advice carefully. 


a Is ONLY during the past few years 
that direct mail has come into its 
own as a political weapon. Properly 
prepared and used with discretion, it 
has proved extremely effective in in- 
fluencing public opinion. 

The success of properly conceived 
direct mail in the political arena de- 
pends on the emotional content in 
voting. Voters, not the individual but 
the amorphous mass, seem to vote 
their emotions. They back their vote 
by an array of rationalized logic 
arranged to justify their decision. 

Direct mail has always worked on 
the same basis of making a sale by 
telling a selling story and giving the 
facts which will interest the prospect 
in terms of the “product’s” usefulness 
to him, personally. What actually 
makes the prospect fill in and mail his 
reply card is usually an emotional 
rather than a cold logical decision. 


Many Uses For Political DM 


There are few things more personal 
than a sincere personal letter. And a 
personal note from a public figure— 
an office-holder or candidate for office 
—is certainly flattering to the recipi- 


ent’s ego. Good political direct mail 
creates the impression that a public 
figure is sincerely and personally in- 
terested and concerned with the par- 
ticular voter to whom he is writing. A 
request from your congressman, or 
governor, or town mayor, an “off-the- 
cuff” statement on how his program 
will help you, is something most of us 
will always seriously consider. 

There are many other uses for di- 
rect mail in politics: 


@ One basic use is to greet new peo- 
ple in the community and get them 
out to register as voters. (This is 
doubly so in states where each voter 
must register annually.) A registra- 
tion letter to lists of new home owners, 
new taxpayers and new church mem- 
bers, should put across a feeling of 
strong party sympathy for the voter. 
The better this approach is fulfilled, 
the more certain it will bring a favor- 
able response, in a registered voter, 
and in a voter who is at least partially 
pre-conditioned in favor of your 


party. 


@ A second important use of direct 
mail is to back up a house-to-house 
canvass. Obviously, when a candidate 
or his workers go from door to door 
they are going to find a good many 
voters have “gone fishing” or are in 
the hospital, taking a drive, sleeping 
off a big night, and so forth. Direct 
mail will remind these folks that they 
weren't overlooked by the candidate. 
Malcom Forbes created a tremen- 
dous sensation in New Jersey by send- 
ing a personal Christmas card to 
every registered Republican in the 
state, as part of his campaign for the 
gubernatorial nomination. The card, 
which showed Forbes at home with 
his handsome family, worked so well 
that it became the basis for his cam- 
paign to a marked degree. But it back- 
fired . . . because while voters like to 
get a personal Christmas card from a 
candidate and his family, they want it 


by Arthur L. Cone, Jr., 


Copy Chief, Bert Garmise Associates 


backed up by something more con- 
crete than family pictures. Forbes’ 
card was a wonderful opening jab . . . 
but hard punching must follow. 


@ Probably the most wide-spread 
use of political direct mail is as a sup- 
plement to newspaper publicity, tele- 
vision appearances, and speeches. 
With direct mail, the candidate can 
really let his hair down. He can ex- 
plain in his own terms and his own 
time exactly how he proposes to help 
you, Mr. Voter. He can hint at things 
he dare not say. He can pound home 
his points in solid black and white. 
He can run the whole gamut of 
emotion. 


“Personal Factor” Is All-important 


As you can see by the letters pic- 
tured and explained here, direct mail 
is a perfect small town political weap- 
on. Fairly accurate voting lists are 
available. It is a relatively simple task 
to cut postage by mailing jointly to 
husbands and wives. You can blanket 
the entire voting population with a 
single letter. 

Direct mail is capable of fine target- 
ing, too. And in a large city, state or 
national election it offers a supreme 
opportunity for the candidate to talk 
many tongues . . . and play both sides 
of the street at once. Foreign language 
mailings, appeals to specific economic 
groups, offers to minority cliques, can 
be made in a letter directed specifi- 
cally to the people in question. 

Based on my own campaigning ex- 
perience, and close observation of 
state and national political direct mail, 
I feel the personal factor is all-impor- 
tant. Small, even “social-size” sta- 
tionary, first rate reproduction, good 
signature cut, and First Class postage 
works wonders. As a vote-getter, let- 
ters with a personal touch can far 
outshine the old standard photo, sur- 
rounded by platitudes and “paid for 
by friends of the candidate.” @ 


THE REPORTER OF DIRECT MAIL ADVERTISING 


: 

im 

a Reporter's Note: Direct mail has become oa 
ais: powerful political weapon. Both Democratic 
periodic newsletters, bulletins and other 

publications. Individual representatives in 

cure Washington turn ovt reams of frequent re- 

ports to their constituents back home. Those 

who would un-seat him at election time in- 

Ths ri And the medium is just as powerful on the 

& 

| 

TAKES 

Wor 
for 
ne 

on 

n 

4 

ere 

vt 

30 


Drive 


Little Silver, wy 


Just 
to to } 
Little si) "rite you note of 
ef end &roup of tty in 
In my home town of Little Silver, Fthehile acts; 
New Jersey, there were 2,000 regis- *OF every menber 
tered voters . . . of whom some 1,700 of terable to in = 4 
were registered Republicans. | was the your affilie loca? you'll have 
‘ your t to Vote tions, I hope Trent. Regara) 
first Democrat to file for a Council Personal this is tne "ill exercise” 
seat in many years. The first approach To be. concrete ction "*Y to translate 
was this registration letter . . . which ve for at you aus 


made no attempt to sell, yet left an 
impression of interest. It turned out to 
be successful . . . bringing the largest 
proportion of new Democratic regis- 
trations the town had ever seen. (We 
are going to update the registration 
facts and use it again this year.) 
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The second letter mailed to the 
people of Little Silver dug into 
everything wrong in the town. | mailed 
it near enough to election day to in- 
sure my incumbent opponents would 
have to make a hurried reply, if any. 
They made one, which | feel it merci- 
ful not to show you. Their letter follow- 
ing my letter brought me a deluge of 
phone calls and personal support. | 
feel it was my letter that turned the 
tide. At the polls, | won the election 
by 80 votes. (Since then, other direct 


¥ mail letters have helped elect a Dem- 
% ocratic Mayor, and turn Little Silver 


into a two-party town.) 
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Described at 
two New York 


meetings last month . . . 


First Sales Promotion Executives Assn. Convention 


And First American Marketing Assn. Research 


Conference Held In New York 


May was a month of meeting “firsts” in New York. The first 
Convention of the Sales Promotion Executives Association 
was held at the Hotel Roosevelt . . . while the American 
Marketing Association ran its first Industrial Marketing Re- 
search Conference at the Waldorf Astoria. 

SPEA’s first national meeting was busy three days including 
sessions covering many elements of sales promotion . . . from 
“Probing The Problem” to “Exploring The Unknown.” Empho- 
sis was on the sales promotion man’s role in marketing. 


From the American Marketing Assn. Industrial Research Conference . 


THE NEED FOR DEFINING MARKETS 
AND DETERMINING SALES POTENTIALS 


by H. Stanley Lawton, 
Vice President, Michigan Chemical Corporation 


HAS BEEN a continuation 
and intensification of the sales 
downturn and the profit squeeze for 
the last six months in companies of 
all sizes and descriptions. Sales are 
down, costs are up, and in most cases 
prices aren’t up sufficiently to insure 
required margins of profits. A good 
understanding of our market and of 
sales potential will help to determine 
our most profitable lines. It will en- 
able us to decide if we can cut costs 
by eliminating distributors and sell- 
ing direct. And it will enable us to 
determine if territories can be con- 
solidated without impairing customer 
services. 


What An Analysis Can Do 
Good knowledge of the market may 


tell us that it is unwise to push one 
of our products which now has a low 
share of the market . . . because ex- 
cessive sales costs would be incurred. 
and the low position of this one 


product doesn’t jeopardize the mar- 
ket position of our other products 
within the market. 

Definition of the market and deter- 
mination of the sales potential can 
tell us about the amount and kind 
of advertising which should be used 
within the market. 

It will tell us whether all buyers 
and potential buyers of our type of 
product are potentials for us. Know- 
ing what percentage of the customers 
buy what percentage of the goods 
from us can certainly save sales ex- 
pense. 

We need market and sales poten- 
tial information to determine whether 
or not to launch a new product line. 

Qualitative market information will 
tell us what marketing channel atti- 
tudes are towards our other products 
and towards our company. This will 
of course, greatly help sales planning 
and merchandising. 

Market and potential sales informa- 


tion can help us to set quotas for 
salesmen, which in turn helps us to 
measure the effectiveness of our sales 
personnel . . . and to determine the 
personnel needed. Likewise the in- 
formation will help develop market- 
ing strategy in opening a new area. 

We define markets and determine 
sales potential to learn our share of 
the market, so that on a continuing 
basis we will see if our emphasis on 
certain marketing techniques is pay- 
ing off .. . and that our share of the 
market is expanding. 

Likewise, if our share of the market 
is declining, we know that something 
is wrong. For example, if our share 
of the market is declining and we 
sell through distributors, we can quite 
quickly find out into which areas com- 
petition is moving. If we sell direct, 
we know immediately where we are 
weak. 


How It Should Be Done 


Markets are people or industrial 
buying units. To determine sales 
potential studies of average. 
ratios, percentage and totals are not 
sufficient. We must not forget the 
qualitative information such as atti- 
tudes, ambitions, prides, prejudices, 
trends and traditions, all of which 
strongly influence the possibility of 
purchase of our product in the market 
place. 

When approaching market deter- 
mination and sales potential studies, 
analyze the problem so that it can be 


THE REPORTER OF DIRECT MAIL ADVERTISING 


IMPORTANT NEEDS FOR 


AMA's first specialized conference zeroed in several important 

7 aspects of marketing research . . . from “Testing Industricl 
Se oad Advertising” to “Using Motivation Research”. Emphasis was 
a on the new challenges for industrial marketing pions. 
“ The May 2nd sessions at both SPEA and AMA confabs pro- 
1 a duced two excellent tolks on the need in sales planning for 

Ting ielaee research and budgeting. They tell here why it is important 

ra to first define your market, determine your sales potentials 
then determines a workable budget. 
; 
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stated simply. Set down the informa- 
tion needed, both quantitative and 
qualitative and make certain the re- 
searchers realize the importance of 
the qualitative information. 

If we are selling machine tools, the 
researchers would have the tendency 
to determine how many companies in 
the Los Angeles trading area plan to 
buy equipment in 1957. However, 
this isn’t enough. We must know a 
great deal about the size, the type 
and the price range of the machines 
which the potential customers desire. 
We must know what people think of 
our products and of our company. 

If we have a small share of the 
market and have to increase it, what 
industry thinks of our company, our 
products and our technical service 
is all extremely important. Such in- 
formation would be the start in deter- 
mining how to improve the sentiments 
of potential customers about our com- 


SUCCESSFUL SALES PLANNING 


pany, our products and our engineer- 
ing. In other words, the character of 
the demand is quite as important as 
the volume of the demand. 

The next step is to find out who 
will do the work. We can use our own 
market research department, our field 
sales people or we can hire an out- 
side firm. The scope of the job will 
nearly always determine the answer 
to this problem. 


The Total Result 
Once we are satisfied that the mar- 


ket and potential survey was well 
conceived and just as well executed, 
we must remember that most of the 
information obtained is quantitative. 
It will be necessary for those of us 
taking action on the information to 
modify the results of the survey by 
the qualitative factors which we 
know to exist. If we feel our informa- 
tion is reasonably correct, here are 


the major uses we can make of a 
market definition and sales potential 
determination : 

@ Help determine our method of 
distribution — are our markets con- 
centrated or are customers widely 
separated ? 

@ Aid in setting up sales territories. 
@ Assist in formulating sales plans 
and techniques to successfully meet 
competition and make correct pricing 
decisions. 


@ Aid in setting total and territorial 
sales quotas and to evaluate efficiency 
of salesmen as to meeting of quotas 
and sales expense budgets. And 
finally .. . 


@ Assist in formulating correct ad- 
vertising programs, the objectives of 
which are well considered. Market and 
potential information tells us where 
to use our advertising, and how. @ 


From the Sales Promotion Executive Assn. Convention .. . 


THE NEED FOR DETERMINING A DIRECT MAIL BUDGET 
by Leonard J. Raymond, 


President, Dickie-Raymond, Inc., Boston, Mass. 


} MY CONTENTION that only a few 
companies seem willing to sit down 
and map out the job to be done . 

to establish a realistic sales quota, 
then determine by experience pre- 
cisely how many leads or inquiries — 
or orders they need to reach the 
quota. 

Let me give you an example . . 
using round numbers we can easily 
keep track of in our minds: 

Let’s say that Client X needs $2.- 
000,000 in sales from direct mail leads 
on a certain piece of equipment in 
their line. Their average sale is $400. 
On the average, their men in the field 
will close one out of 10 direct mail 
inquiries, making each inquiry worth 
$40. Now let's divide the $2,000,000 
quota figure by the $40 inquiry-value 
figure. 

We need 50,000 inquiries to put the 
program over. 

$1.25 Per Lead 

How do we get 50,000 inquiries? 

Response from mailings for Client X 


run anywhere from 245% to 10%. 
according to whether high or low 
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pressure lead-getting techniques are 
employed. But let’s take an average 
of 5%. It's apparent we would need 
to mail 1,000,000 pieces to get our 
50,000 leads . . . 5% of 1,000,000 
equals 50,000. 

Now back to budgeting. The pros- 
pect list of Client X totals 500,000 
names—half a million. So to get the 
50,000 leads, two mailings are re- 
quired. 

Cost of these two mailings, totaling 
a million, might turn to about $75 a 
thousand, Third-Class metered mail. A 
total of $75,000, and just incidentally, 
a cost per lead of $1.25. 


Cost of Fulfillment Added 


Our straight acquisition budget for 
this project is therefore $75,000. 

However, with Client X the cost of 
fulfillment—that is, the booklet or 
other offering piece—also is charged 
to direct mail. A good unit cost for 
this type of offering piece is 25c. to 
30c. 

Thus 50,000 requests would add 
about $15,000 to our $75,000 figure. 
bringing it up to about $90,000 to 


produce our 50,000 leads and make 
the $2,000,000 sales quota. 

It is actually as simple as that. Of 
course, these figures are “averages.” 
With this client they are well estab- 
lished . . . learned through experience. 
A company starting from scratch 
would have to experiment, could not 
expect really predictable results for 
some length of time . . . although 
they certainly should get enough leads 
to make direct mail activity worth- 
while almost from the very start. 


Wise Market Investment 

The point is that this sort of re- 
verse-English budgeting can b- done. 
We've been doing it for Cliem X for 
the past 25 years and we're gradually 
bringing other converts into the fold. 

Right now, because of economic 
conditions, companies in many fields 
are changing from the “soft” to 
“hard” sell and are allocating in- 
creasingly large budgets for direct 
mail, sales promotion and point of 
sales material where they can see and 
count market results. 

If the investment is wisely made, 
they will find that, in selective markets 
of any size ... direct mail can 
achieve greater impact than any other 
medium. They will find that properly 
prepared direct mail using tested and 
proved techniques just can’t help pro- 
ducing fast and — what we like to 
call—“Direct Results.” @ 
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INDUSTRIAL 
ADVERTISERS 
USE GIMMICKS 


SUCCESSFULLY? 


HIS SEEMS TO BE A GOOD ANSWER. 
And we are indebted to Charles 
E. McLaughlin, Chemicals Advertis- 
ing & Sales Promotion Department, 
Atlas Powder Company, Wilmington 
99, Delaware, for telling us about it. 

Atlas manufactures a chemical 
product called “Darco,” which can be 
used by beet sugar manufacturers to 
remove or separate impurities and 
speed up production. Their executive 
mailing list had been preconditioned 
by frequent technical bulletins, meet- 
ings at conventions, an occasional 
spoofing or gimmick letter. 

In the early part of 1957, the com- 
pany decided to embark on a pre- 
planned, continuous campaign con- 
sisting of an even mixture of no-sell 
technical stuff and high-sell gimmick 
shots. On April 1, 1957 a form letter 
went to all executives in the beet 
sugar industry announcing that the 
program would start .. . as a partial 
substitute for personal calls (which 
were becoming more and more dif- 
ficult). Since then, a highly technical 
bulletin has been mailed on the first 
of each month. Vital information 
which the executives or engineers can 
sink their teeth in. On the 15th of 
each month . . . out goes a gimmick 
letter with less information but plenty 
of inducement to buy now. 

Everything under the sun is being 
used as gimmicks . . . including an 
imitation shrunken head, invisible ink 
post cards, toy magnet, hour glass, 
miniature broom, stocking, cracked 
record, miniature carpenter's square, 
etc. Mr. McLaughlin admits that the 
shrunken head was a real shocker . . . 
and couldn't be used on a cold list. 
But their list had been preconditioned 
and the “head” proved to be a real 
conversation piece. From all reports 

. the campaign has been a huge 
success, even down to the spoofing 
“list cleaner-upper™ letter. Sales are 
considerably “up.” The company is 
selling accounts not sold before and 
other accounts not sold for many 
years. So it seems that a happy com- 
bination of information and good 
humor can work well in industrial 
advertising. @ 
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Darcogram 


IT'S THE HEAT a> THE HUMIDITY 


The heat, and the humidity, and the hot sidewselks, and the slack -off 
of business at this time of year get us all down. and we want .o g§° 


however, uses the hot weether as « sales tool. 

of ail che exeubles hot end eanther can couse 

line to see what items he he! to help 
ome some of his hot weather problems. He used che 
opportunity to sell solvent coolers, special soap 
removel, cotton treating preparations and. 
And be has actually increased his tote! summer 


lesman we 
iiet 


As success{ul salesman, you know it's the heat in his ‘ag room 
and perspiration in the garments that causes trouble for the dryc leaner. 


Solve ~ atures tend to come pretty close to room temperatures, 
and, ch additional beat generated by pump friction, aay even go 
above room tempereture. And you «iso know that it practically 
possible to maintain solvent temperetures at 80°F. bleeding dyes be- 
come gore and gore excessive. 


Se, o top of the increase in bleeding dyes yt — aay in 
the charged soap system, which bleeds out weter- — 

Cemperature solvent is 

so.uble dyes and loading the 


This #:cuation will cause at t, on summer 
lights it can be ruinous for ive color build-up, 

Can be prevented, the proper 
wee of Darco OC 


your cleaners « service by recommend: that they 
in the amount recommended for their filter on 
t 


You will increase your Derco commissions. The cleaner —! have gore 
satisified customers who will send his other customers. 

grey flannel suit. 


— tell your cleaners that even though they can't keep their solvent 

the humidity om our wey to the 

Wilmington Svendsen, New York Giese, Chicago 

July 2, 1957 Darco Seles 


KEEPING SALESMEN INFORMED ON SPACE 
MERCHANDISING OF OTHER PRODUCTS 
PRODUCES 16% SALES INCREASE 


Mr. McLoughlin also told us about another Darco direct mail campaign in an 
unrelated field. Intended solely to merchandise an extensive space advertising 
campaign in dry cleaning trade papers. During campaign, distributors and 
salesmen were furnished with descriptive, informational literature to hand ovt. 
And each of several hundred salesmen received, at regular intervals, Darco- 
grams at their homes telling them how to back up the trade paper space pro- 
groms. Results? Says Mr. Mclaughlin: 

“Sales increased 16%. While the drycleaning industry, as a whole, showed an 
increase in business of only about 2% in 1957 compared with 1956, Darco sales 
to the industry increased 16% over the previous yeor, despite the appeorance 
of two new competitive products. During this period, Atlas did not add to its 
sales force or appoint new distributors. The only difference in marketing facili- 
ties was the new promotional program. And it is my opinion that none of the 
tools developed would have been one-half as effective if they had not been 
‘carried’ and merchondised by direct mail.” 
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With no agents or salesmen representing their 


39 different cleaning products, The Parlee 
Company has parlayed three lists into . . . 


A CLEAN SALES SWEEP 
... BY MAIL 


by Claude J. Martin, President 
The Parlee Company, Indianapolis, Ind. 


LEVEN YEARS AGO, Parlee Com- 

pany, Inc., started selling by mail 
with shoestring capital. But it took 
8 years to discover the profitable way 
for us to sell by mail! 

Today our company markets its 
products in 39 states, Hawaii, Alaska, 
and Canada, selling exclusively to 
industrial and institutional trade. 
Such firms as Western Electric, Bir- 
mingham Public Schools, and Michi- 

n University are a few of the many 

rms buying our wares. Some of the 
organizations are large, others small 
. « « some buy in small amounts; 
others purchase in truck loads. Re- 
me business is a big factor in our 
us 


iness. All By Mall 


No agents or salesmen are em- 
ployed to represent us. All transac- 
tions, regardless of how large or 
small, are handled by mail. 90% of 
shipments are handled by motor 
freight. We pay all delivery charges, 
so that each account pays the same 
cost for the goods, no matter if it is 
15 miles away or 5,000. 

We manufacture all of our own 
products, and stay in the “dust con- 
trol” field . . . products to make dust- 
ing chores easier. Since we solicit 
only the large concerns, our literature 
is slanted to the view of the Exec- 
utive Housekeeper, Maintenance Supt. 
or Sanitary Engineer. However, the 
greatest number of orders and repeat 
orders do not originate from the large 
cities, but rather from the firms in 
the smaller communities. 


The system we have found most 
profitable for our present method of 
operation is to promote: 

A. Products with a different sales appeal. 
B. Income, 4 times greater than the cost. 
C. At least 2 suppliers able to deliver. 


Testing the Market 


First, we establish a price and 
prepare a really inexpensive mailing 
piece. This is designed to seek in- 
quiries only ... and attempts to make 
some sales, while we test the market 
before investing heavily. 

In our humble way, we test our 
market by inserting small advertise- 
ments and publicity in various trade 
journals that will respond from the 
market we are trying to reach. Each 
advertisement and publicity break has 
a different key, each insertion has a 
different sales appeal. Such appeals as 
“safety.” “saving in time,” “easier 
work,” ete. 


As the returns start coming in, we 
check for the type of firms inquiring, 
what sales feature they are interested 
in, and how many orders actually 
sold. Upon completion of this test 
market we prepare our mailing litera- 
ture stressing the benefits as indicated 
from the previous returns. Colors, 
art and copy are used to do one job 
. ++ get an order. 


Our Formula . . . 
and Our Lists 


Our formula in preparing our mail- 
ing pieces is simple. . . . . Attention, In- 
terest, Desire and Action. Our pack- 
age includes Envelope, Circular, Let- 
ter and Order Blank and is designed 
to formula. For example, the envelope 
is designed to attract attention and 
curiosity; the circular is created to 
hold the interest; the letter develops 
interest and desire, while the order 


Reporter's Note: Several months ago, we received a piece of direct mail which 
intrigued us. t was a simple mailing describing the advantages of a Sky Duster 
tool with extensional handles . . . to clean high-ceilinged edifices, such as banks, 
churches, hospitals, etc. We heard that the mailing wos very successful . . . so 
wrote to the president of the Parlee Company, Inc. (308 E. St. Clair St., Indianapolis 
2, Ind.) for more information about their operation. President Claude J. Martin 
responded with the description you find here. The Parlee Company manufactures 
and sells (entirely by mail) products used in dust control. We think Mr. Martin's 
story will interest other manufacturers whe may want to put direct mail to work 
... but don’t know exactly how to go about it. 
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This “Sky Duster” letter, folder and reply card is Parlee’s 
most successful mailing package. It obtains new accounts, 
erovses inactive accounts, pulls from cold lists (even 
border line ones) better than anything else created. And, 
too, it brings no inquiries for more data, prices, etc. . . . 
only orders! 


blank is provided to get the order. 


Our mailing list covers three divi- 
tions . . . Customer list. Prospect list 
and Common list. 


The Customer list is placed on per- 
manent plates. As long as they keep 
buying, they are kept there (if they 
stop buying, they are placed in the 
prospect list). Twice a year, all cus- 
tomers receive a “thank-you” card 
for their business. Once a month, each 
customer receives a chart or booklet 
on some phase of housekeeping. These 
monthly free charts contain no ad- 
vertisements, and are only a token of 
appreciation for their business. 


The prospect list is composed of 
firms inquiring about our products, 
former customers, or firms we have 
contacted in some way or another. 
They are not placed on plates, be- 
cause they will either be converted to 
active customers or discarded for lack 
of response. Each prospect is sent a 
mailing piece four times per year for 
two years . . . each mailing featuring 
a different product. If the prospect 
does not buy, nor inquires for more 
data, the name is cast aside. If it be- 
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comes a customer, it is transferred to 


. The dust mails 
the Customer List. 
Just as the salesman must “cold- : s 
canvass” to obtain leads for future , 


orders, so must we solicit cold firms. 
This list we call our Common List. 
We buy names from list houses, in 
which we specify only firms in cities 
less than 500,000 population, and of 
the type of organizations we know to 
be the best buyers. Mailings are sent 
to this list, the same as the Prospect 
list . . . eight products featured in 
two years. They either become a Cus- 
tomer, or die on the vine at end of 
two years. 


Each Must Pay Its Way 

We find that the smaller the town, 
the greater number of repeat orders 
we will obtain. Another feature that 
stands out is that churches and church 
organizations buy faster and oftener 
than any other list we have used . . . 
and they pay quickly, too. $ 

We don't fool. If the list holds up, 
we continue. If it doesn’t, we drop it P 
and turn to others. This, in a nutshell, ' 
is how we're making a clean sweep 
by mail. 
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3 Sd - Trying something a little “different” in their 
3 annual Fall & Winter Sale doubled business for 
this Atlantic City, N. J. retailer... 


WE HIT 
A MODERN 
SALES RECORD 
..» BY BEING 
“OLD 
FASHIONED” 


by Murray Raphel, Partner 
Gordon’s Youth Shop, Atlantic City, N. J. 


§ = ANNUAL FALL & WINTER SALE 
at Gordon’s Youth Shop in Atlan- 
tic City is usually a no-holds-barred 
explosion of big black letters scream- 
ing: SALE! 

This is appealing, and catches in- 
terest. We know this, and so do our 
competitors . . . since their ad is 
usually the exact same thing! It 
seemed to us, then, our first problem 
was one of identification. What kind 
of sale could we run that would be 
different from others held in January? 

We explored several ideas, and it 
was simply the chance remark, “Let's 
have an old-fashioned sale,” said in 
half-jest, that set the wheels turning. 
Now, we had a theme. 


Birthday Card Angle 


Since a good deal of our business 
results from direct mail to a mailing 
list of about a thousand customers, 
this was our primary target. 

The layout of the ad in old-fash- 
ioned type and style was natural. But 
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New! PB’s combined 
Folding & Inserting Machine 


Folds and stuffs 500 envelopes in 8 minutes! 


The “3300” (shown with 
Pitney-Bowes FH folder) 
combines with any PB folder, or can 
be used by itself as an inserter. 


This new, low-cost Model 3300-FH 

brings to the smaller office the 

convenience and savings of machine | 

folding and inserting ... displaces costly 
and time-taking handwork, prevents 

disruption of work schedules, avoids overtime 

and the problem of finding temporary extra 

workers ...permits wider use of the mails to 

promote your product or service —at lowest cost. 


It folds—and inserts in envelopes—single enclosures 
such as letters, cards, leaflets, invoices, bulletins, etc... . 
at speeds up to 4,000 an hour, depending on the job. 
Multiple enclosures are easily handled with two or more 
runs through the machine. 
Simple to set (without tools) and easy to operate, 
the 3300-FH can be used by anybody—even the boss! 
Handles a wide variety of paper items, including 
sheets stapled together. Faster, neater, more efficient and Advantages of the Model 3300-FH 
cheaper than hand folding and stuffing. _@ Only nationally sold and serviced 
Even when used infrequently, this machine will show combined folder and inserter on the market. 
worthw hile savings in any Office. Call the nearest © The 3300, as an inserter by ikeclf, is 
Pitney-Bowes office for details. Or send coupon for free the lowest priced inserter available. 


illustrated literature, and “case studies.” . : 
e Handles enclosure sizes (after folding) up 


to 8% by 5% inches. 


@ Automatic feed with continuous load, 
stops to prevent jamming or tearing. 

Model 3100. wish six optional stations, 

inserts up to six enclosures at speeds to 
6,000 an hour. Offers optional hookup with S 
a PB postage meter mailing machine. 
INc. 
5757 Crosby St., Stamford, Conn. 


Send free illustrated booklet and 


“case studies” on: 


Model 3300 Model 3100 


= PITNEY- BOWES Folding 
Inserting Machines 


Made by the originator of the postage meter ... 107 offices in the 
U. S. and Canada, with nationwide service coast to coast. 
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CARD OUTPUT 
MACHINE INPUT 


PRINT SKIP SORT COUNT 


SELECTIVE ADDRESSING 
FROM PUNCHED CARDS 
IN ONE MACHINE PASS 


Electronic “reading” of coded information on IBM, Remington Rand or 
other punch-card systems permits the Model 101-S Scriptomatic Address- 
ing Machine to print, skip, sort and count without disturbing the file sequence. 


Many publishers have adopted the Scriptomatic system to their fulfill- 
ment operations. Mail order companies and large direct mail advertisers 
use Scriptomatic for selective punch card control and addressing. Flexible 
list handling and the great economy of punch card masters over other 
methods are the two principal reasons for the swing to Scriptomatic. 


Here’s How SCRIPTOMATIC SELECTIVE ADDRESSING Can Work For You 


PROGRAM PANEL can be set up, for example, fo print all cards in a 
given category; and at the same time counting all categories for 
statistical audit. 


CARD READING: IBM, Remington Rand or other punch cards 
are “‘pin-read”, the pulse picked up from the card actuates the 
printing roller and counters. Reading pins go through the holes to com- 
plete selective circuits you programmed. 


PRINTING is done only when called for. No blank envelopes are fed 
without being printed. 


COUNT is picked up on any machine function programmed. Statistical 
survey can be made as by-product of your addressing run. 


SORT in either of two pockets can be based on customer activity you 
program. Inactives may be pulled while addressing is carried on, for example. 


Mailing material of almost any type or size can be addressed by the 
Scriptomatic Model 101-S. A complete line of attachments is available to 
tailor Scriptomatic to your particular data writing needs. Discover how 
you can print from economical card masters . . . with double the flexibility 
... at half the cost . . . with the new Scriptomatic Model 101-S. 


8-800 


Write for this full color illustrated = 


brochure on the Scriptomatic Model 101 


SCRIPTOMATIC, Inc. © 300 North 11th Street, Phila. 7, Pa. 
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“what” to attract the eye to read the 
ad? 

A child’s birthday greeting card 
gave us our unique angle. One of the 
popular styles seen in the card stores 
that unfolds and unfolds using teaser 
sayings on each part that lead to a 
giant-size “Happy Birthday.” 

We used this design and used as 
our teaser the phrase, “What does 
Old Fashioned mean to you?” Each 
unfolding page repeated this phrase 
with typical “old-fashioned” items 
like kerosene lamps, stereopticons, 
horseless carriages, a way of dress 

even a genuine old-fashioned 
piece of candy wrapped in a cell- 
ophane wrapper! 

The last page was headed “Old 
Fashioned Bargain Bazaar” and pic- 
tured tintype style drawings of the 
store's partners. “Old Fashioned” 
give-aways included the candy we had 
in the ad, night openings the first 
week of the sale and free transporta- 
tion (tie-in made with local transit 
company }. 


Cost: 10c. Each 

Printing costs ran $78.80 (in a 
union shop) for the thousand mailers. 
Candy expense broke down to a penny 


for three old-fashioned red “dollars 
. .. or a total expense of less than 
$5.00. Postage ran the usual 11/oc. per 
item with a mailing permit. In short 

. . it cost about 10c. to get each 
folder into a home. 

Our newspaper ad the first day of 
the sale was an almost direct copy 
of the mailing piece. This made both 
original copy in the advertising 
pages, and a mental “reminder” to 
the thousand customers who received 
the mailing piece a day or two 
earlier. 

In Store Merchandising 

Throughout the store, caricatures 
of the owners in old-fashioned bowler 
hats headed each sale sign. (The 
signs of course were in old-fashioned 
block printing.) 

All the sales personnel wore straw 
skimmers and handle-bar mustaches. 
This created a light and relaxing feel- 
ing making the customer more “at 


ease.” Buying was more an enjoy- 


ment than a chore. 
Results: 

About twenty people lined up out- 
side the store before the 9 o'clock 
opening . . . our first harbinger of 
successful promotion. By one o'clock 
we hit our good “figures” for the 
previous years sales. 

By closing time that night we 
doubled the previous year’s figures! 

A spot-check of customers in the 
store showed an overwhelming per- 
centage came simply because of the 
direct mail piece. 

The following day we had a giant 
snowstorm, an event rare in this salt- 
air resort town. Despite this fact, we 
equaled our figures the balance of the 
week . . . a worthy task in a com- 
munity where people do not shop in 
snow. 

The success of the sale, we know. 
was a direct result of our at-home 
mailing piece. A modern sales record 
for us ... by running an “Old- 


Fashioned” sale. @ 


“OLD FASHIONED” THEME WORKS WELL 


FOR INDUSTRIAL DIRECT MAIL, TOO 


Many other mailers hove olso found success 
by wsing the “old fashioned” approach. 
Among them is Dayco Roller Division of the 
Deyton Rubber Company, whose clever series 
of folders tel! printers about the modern 
feotures of Dayco press equipment. 

Created by Graphic Service, inc. of Dayton, 
the series features humorous cartoon art 
and entertaining copy based on a “Remember 
When” theme. Page one of each folder shows 
@ cartooned scene of days gone by. Copy 
inside includes such nostalgic bits os “Re- 
member When . . . it rained on the Labor 
Dey Parade,” or “Remember When .. . we 
heard our first radio?” Eoch story points out 
how [fe has changed in general, printing 
presses in porticulaer (“Hot sun, ice or rain 
on the woy to work meant roller trouble 
sure . . . until Doycos came clong.”) Back 
of each off-beat folder contains a “Remember 
When” old fashioned album photo that ties 
in with the “good old days” copy. 

Th's continuing “old fashioned” approach to 
Promoting modern products has achieved ex- 
cellent results for Dayco. It’s also captured 
@ number of awards . . . latest of which 
was first prize for industrial direct mail in 
the Dayton Advertising Club competition. 
Doyco’s direct mail shows that if handled 
creatively, the “old fashioned” theme works 
well for industrial direct mail, too. 
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UPGRADING 


LETTER COPY 


by Paul J. Bringe 
Milwaukee Dustiess Brush Co. 


Why do insurance companies gen- 
erally forget customers as soon as 
they buy one policy? Particularly 
life insurance companies. Is there 
some Holy Writ in the insurance busi- 
ness that stops everyone at the Home 
Office (always capitalize) from try- 
ing to sell a second policy by mail? 
I am beginning to think so. 

Oh, you workers in the vineyards 
of direct mail — how would you like 
to be turned loose with a list of say. 
half a million customers (most of 
them still paying for their purchase) 
who have never been solicited by mail 
to buy a second time? These customer 
names are all on plates, used only to 
send out bills (premium notice is the 
polite term). Also at hand is a lot of 
wonderfully useful information about 
them. You know their age, sex, 
nationality, past diseases if any, mili- 
tary service, marital status, how many 
brothers and sisters, how many in the 
family have died and of what. You 
can even learn how much insurance 
they now own through the insurance 
information bureau. 

What could you do with such a 
list? Do you think you could gen- 
erate a bit of repeat business? Try 
selling the idea to the President of 
some insurance company — any in- 
surance company. He’s the fellow 
whose picture you see on the little 
folder that comes along with the bill 
(oops, I mean premium notice). That 
little folder will tell you about the 
wonderful progress your company 
has made in selling new customers 
during gpl year. It never says 
anything ut how many old 
customers were resold. | suspect the 
President doesn’t know how many. 
Maybe he doesn’t care. 

Is your experience similar to mine? 
I have seven life insurance policies 
with as many different companies. | 
have six hazard policies of one kind 
or another with six different firms. 
Most of these policies are more than 
15 years old — some are paid up. I 
receive no “Dear Customer” letters 
from any of them, with one exception. 
That exception is reproduced here — 
more about it later. 

One of my policies is a “six-pay” 


Dear Policyholder, 


you want it to be. 


WHBurhop 


HOME OFFICE WISCONSIN 


Enclosed is your copy of the 23rd Annua! Financia! State- 
ment of the Employers Mutual Fire Insurance Company. ’ 


Last year your Company had the largest premium income 
im any One year since organization in 1935, but losses were also 
abnormally high. With more than a quarter billion dollars in 
property destroyed by fire, 1957 was not a good year for fire 
insurance companies. Despite increased losses, however, your 
Company came through the year in a sound financia) condition. 


Property values continued to increase during 1957 and 
probably will increase further in 1958. This m-ans that your 
Presea* fire insurance Mmits may not be adequate to cover today's 
valuations. If you carry co-insurance this problem of current 
values is even more acute. | earnestly recommend that you con- 
tact your Wausaa Man goon for an accurate, up ~to-the -minute 
survey of your fire insurance requirements 
best way to be gure that your fire insurance coverage is what 


A postage paid card is enclosed for your convenience in 
contacting your Wausau Man. 
He is always ready to give you any information you need or to 
help you determine if your coverage and lim‘ts are adequate 


Speaking for the management ani staff of your Company. 
1 want to thank you for the business you have placed with us. We 
shall always do our best to be “good people to do business with.” 


ANCE 


This is the ~ery 


If you prefer, call him at any time 


Yours sincerely. 


P resident 


calling for a substantial premium 
each year. I felt very good about it 
when I made the last payment. It 
would not have taken much persua- 
sion to get my name on the line 
again for another policy, perhaps for 
a smaller amount. 

I have never had a letter from this 
company, not when I bought, not as 
| paid and not when I had finished 

ying. They've got my money and 

hope they pay off some day, but I 
can’t really be sure. I am convinced 
there are no people in that company. 
Maybe the whole business is run by 
one of those huge machines that is 
supposed to think. Maybe the ma- 
chine can write letters — it would be 
better than nothing! 

Insurance firms pay out large sums 
in commissions to agents (and the 
agents earn it) and more dollars 
hiring those agents, training them 
and keeping them happy. Ask any 
local ofhce manager about the cost 
of turnover. He will hold his head 
in pain. 

Doesn't it seem logical to spend a 
reasonable amount on mail to resell 

resent customers? The repeats could 
credited to agents at a somewhat 
smaller commission — surely this 
would pay off in reduced agent costs, 
and happier agents? One day the 
President of some insurance firm that 
does not own a Univac is going to 
see the light. That will be the day! 

Now to the letter. It is difficult to 


criticize because | feel so kindly 
toward this man who writes at least 
once a year and actually suggests | 
might need more insurance. He sends 
a card along. too, and asks me to 
phone. I did double my insurance 
with this firm a few years ago after 
receiving just such a letter. 

The letter has too many Latin root 
words (28°) though most of them 
are easily understood by the average 
reader. It sounds a bit “stuffy” and 
would sound more so except that the 
writer uses “I” twice. There has 
been a lot said about not using the 
personal pronoun in letters — in my 
opinion it is not used enough. At 
least when you read that word you 
know a person is writing the letter, 
not a company or a corporation. 

What is co-insurance? Do you 
know? I doubt if one reader in a 
hundred knows what it means. Trade 
jargon has a way of slipping into 
a letter if we are not careful. 

The rewrite follows the pattern of 
the original letter closely (with cor- 
rection of the fire loss figure) and 
does little more than substitute Anglo- 
Saxon root words for Latin roots 
whenever possible. It becomes a little 
easier to read and perhaps a little 
easier to understand. 

I believe the original letter would 
be more effective if it did not men- 
tion the financial statement at all but 
concentrated on selling more insur- 
ance — but then, it would have to be 
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HOME OFFICE: WAUSAU, WISCONSIN 


Enclosed copy Annual Financie! State- 
ment Employers Mutual insurance Company. 


is your af the 23rd 
of the Fire 


Dear holder, Policy 


Last year your had the imcome Company largest premium 
im any one year since in 1935, but losses were also organization 
high. With more than dollars in abnormally ® quarter billion 
by fire, 1957 was not good year for fire property destroyed . 


insurance companies. Despite increased 


losses, however, your 
Company a sound financial condition. 


came through the year in 


to 1957 and Property values continued increase during 
will further in 1958. This means that your probably increase 
fire may not be to today's present insurance limits adequate cover 
if you carry this of oy valuations. co-ineurance problem current 
is even more 1 that you ae values acute. earnestly recommend con- 
your Weuseu Man goog for an . up-to-the- Ret tact Wausau accurate, minute 
fire This is the Survey insurance requirements very 
wea your f what fis aure imeurance cover 
you it to be. = 


is for your in wad A postage paidcard enclosed convenience 
your Weuseu Mas. If you . call him at any time. Ms contacting Wausau prefer, 
He is always ready to give you any you need or to Sie information 
help you if your and are a determine coverage limits adequate. 


Speaking for the and staff of your 
1 want to thank you for the business you have with ua We oy 
shall always do our best to be “good to do business with.~ 52, people 


C Anglo-Saxon) 


completely different. Copy above shows original letter on opposite page blanked out to show 

Of the 78 Latin root words in this Anglo-Saxon and Latin Root words. 
letter only eight are of one syllable. 
This is characteristic of Latin roots 
—in this letter they average 2.3 
syllables each. However, the 170 
Anglo-Saxon words include only 25 
that are more than one syllable — 

in characteristic. They average 
about 1.2 syllables per word. 

Thus 28% of the words use 45% 
of the syllables while the balance of 
72% use only 55% of the syllables. 
If there must be a rule about this it 
is, keep the Latin root words at less 
than 20% of any letter — 15% is 
even better. 

Look at the original letter with all 
the Anglo-Saxon root words blocked 
out — then with all the Latin root 
words blocked out. Here you can see 
how only 28% of the words look like 
at least half of the letter — and they 
are half in terms of syllables. A word 
of four syllables is many more than 
four times more difficult to under- 

stand than a one syllable word. The 
human mind, like the computing 
machine, works best when it gets 
information in very small bits. 
Thomas Wilson wrote in 1553: 
“The unlearned or foolish fantastical, 
that smells but of learning (such 
fellows as have been learned men in 
= their days) will so Latin their 
é tongues, that the simple cannot but 
wonder at their talk, and think surely 
they speak by some revelation.” 
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CUT YOUR 
MAILING 


CosTs! 
WITH THE 


This portable table SAXMAYER 
Model No. 6 is especially adapte:! 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 


without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 


All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable ; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


NATIONAL 


BUNDLE TYER CO. 
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“Reed-able Copy” 


A Merthly Clinic: Conducted by Rud 


EEMS EVERY PLACE I GO — up pops 
John Yeck. Chatted with him 
briefly at Direct Mail Day in Detroit. 
Then, during a short vacation in 
Florida, I ran into him again. He was 
there making a speech. We got to- 
gether on Henry Hoke’s front porch. 
The scuttlebutt was intense. Along 
the line somewhere we got to talking 
about direct mail (imagine!), and 
John told me about an old book he 
had dredged up somewhere or other— 
called MASTERS OF ADVERTISING 
COPY. Said he would send me his 
copy. When I got back from Florida 
it was on my desk. 

Perhaps you share my delight in 
reading a marked book—one in which 
a former reader has underlined pass- 
ages, and made marginal notes. 

The minute I opened this book I 
could tell John had spent many hours 
studying its contents. And it made my 
reading that much more enjoyable. 

Perhaps this book is out of print. 
I’ve written the publisher—The Busi- 
ness Bourse, New York City—to try 
to get a copy of my own. The copy- 
right date was 1925. 

It has selections by such well known 
advertising men as Claude Hopkins, 
Ben Nash, T. Harry Thompson, Ken- 
neth M. Goode, Frank Irving Fletcher. 
And if you write copy, you ought to 
read it. 

Just a few excerpts will be more 
helpful to readers of this column than 
anything I might have to say. But 
first, here’s a marginal note written in 
by John — in itself a good rule to 
follow by copywriters. A remark of 
Abraham Lincoln’s; “If you would 
win a man to your cause, first con- 
vince him that you are his sincere 
friend.” 

This is from Theodore F. Mac- 
Manus: 

Think of your copy in terms of one indi- 
vidual . . . Think of one man or one woman 
. . . Think of a man sitting on the bank of 
a creek fishing for bull-heads . . . Think of 
the woman knitting or rocking, or busily 
bustling about a store. . Think of that 
man’s thoughts . . . Think of that woman’s 
thoughts . . . Think of the remembrance of 
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the product you are writing about flashing 
through their minds . . . Think of that 
momentary flash followed by a warm feeling 


of approval . . . It comes it goes but 
it has registered . . . That friendly thought 
is stored away in the brain cells . . . It will 


rise to the surface when occasion arises. 
This from Kenneth M. Goode. He 
asks the reader to memorize this sen- 


tence: 

Those motorists whose appraisal of a car 
is influenced by its fitness to reflect their 
standing in the community agree in accord- 
ing custom built closed bodies their un- 
qualified approval. 

This is actual copy which appeared 
in an advertisement. Then Mr. Goode 
says: 

Memorize a dozen or so of these lines and 
try them on your wife, your partner, the 
man next to you on the train, or even your 
office boy. Just repeat them in a quiet con- 
versational tone. See if you can detect any 
quick glint of interest in your listener's eye, 
an attentive flash of the ear, an exclamation, 
“By Jove, that’s true! I'm certainly glad you 
reminded me of it.” 

Why does any one spend thousands of 
dollars printing for distribution among mil- 
lions of miscellaneous people a bunch of 
words that he can, in five minutes, prove 
definitely won't hold the interest of the first 
three men he meets on the street? 


More On 
Sophistication 
We wrote here, a few issues back, 
that we feel people are more “hep” 
these days — more sophisticated. Our 
point was that, perhaps, we should 
make our copy more sophisticated. 


Back in 1925 (again from MAS- 
TERS OF ADVERTISING COPY) 
John Starr Hewitt had this to say: 


In spite of his seeming sophistication, the 
American citizen is naive, fresh, essentially 
childlike, full of generous enthusiasms and 
capacity for wonderment . . . His everyday 
life is pretty dull. Get up — eat — go to 
work — eat — go to bed . . . But his mind 
is constantly reaching out beyond his rou- 
tine. This is one of the reasons why the 
American is such a great fiction reader — 
movie goer (TV watcher) — talking ma- 
chine (Hi-Fi) and radio fan . . . He com- 
pensates for the routine of today by the 
vision of what his life is to be tomorrow. 
It is the vision of getting ahead . . . Every- 
thing he buys comes as a partial fulfillment 
of this vision . . . A man will dream for 
months before he buys his first car .. . 
What he is dreaming about is not a mechan- 
ism of chassis and wheels and engine . . . 
It is himself, and his wife and children. 
Their social standing, health, enjoyment, 
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convenience . . . To him, what the manu- 
facturer has achieved exists for his gratifica- 
tion . . . And in the manufacturer's leader- 
ship he finds confirmation of his own astute- 
ness in recognizing the superiority of the 
manufacturer's goods . . . So it is with 
everything else he buys. No one ever in his 
life bought a mere piece of merchandise — 
per se ... What he buys is the satisfaction 
of a physical need or appetite, or the grati- 
fication of some dream about his life. 

More from Hewitt—talking about 
the development of a copywriter and 
what he can do to interpret these inti- 
mate human dreams in terms of his 
client's merchandise. First, the copy- 
writer must feed the dream with every 
element of fact and imagination; 
school himself in true and ample see- 
ing, concrete thinking, deep feeling. 
His field is as broad and deep as 
human nature. 

And hear, this, you copywriters: 
“As this growth takes place within 
himself, he will find his writing style 
urifying itself with his thinking. 
Roser adjectives, more nouns and 
verbs — the words that express con- 
crete fact and action . . . He is apt to 
find his vocabulary growing smaller 

sloughing off a lot of vague, gen- 
eral words that used to clutter up 
everything he wrote . . . What he has 
left are a few thousand vivid words 
that express the true universal 
thoughts and emotions of everyday 
life. Simple words, most of them — 
many of only one syllable . . . His 
writing takes on a new vocal quality. 
It is as satisfying to the ear as to the 
eye... Untila piece of copy has this 
vocal quality it is not pulling its full 
load. It reaches the reader only 
through the eye. The highest, finest 
writing gets to the reader through the 
ear, also . . . Nearly everybody, when 
he reads, pronounces the words to 
himself. The sound of the words floats 
into the brain through the ear, while 
the shape of the words is entering 
through the eye . . . So the impression 
is doubled . . . When a piece of copy 
won't ‘read right’, the chances are 
that it is full of long words ... It 
is the short, simple words that make 
easy reading copy. They vocalize... 
They are apt to arrange themselves 
kindly in the sentence . . . Soothing 
words — bustling words — and words 
that ring like a gong.” 


| Get Letters 


Horace Nahm of Hooven Letters. 
New York City, sent me a letter he 
got in the mail — beautifully illus- 
trated, attractively spaced on the page 

-a real “picture” letter. His com- 
ment: “When I got this letter in the 
mail yesterday and looked at it about 
6 times, I decided it was the ULTI- 
MATE TRIUMPH of form over sub- | 
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How to get sales letters 
that win extra attention 


1. The hard way: 


Go into the paper mill and learn the 
papermaking skills that Hammermill 
experts use in making Hammermill 
Bond. Find out how to knit fibers 
together more tightly as Hammermill 
does with a special machine that beats 
interlocking “fingers” onto each fiber. 
Invent a special centrifugal pulp 
cleaner —as Hammermill did—to make 
paper outstandingly clean. Unlock the 
secret of using hardwoods to make fine 
papers even finer —as Hammermill has 
done with its exclusive Neutracel® pulp. 
But why go to all this trouble getting 
a bond paper that prints better and types 
better—that adds a real quality touch to 
business correspondence and sales letters? 
You can get these finer qualities . .. 


2. The easy way: 


Ask your printer for 


BOND 


Choose Hammermill Bond to 
make a better impression. Printers 
everywhere use it. Many display 
this shield. Hammermill Paper 
Company, Erie, Pennsylvania. 
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stance.” (Wish I'd said that.) 

Joe Russakoff, Vanguard Advertis- 
ing, New York City, was so delighted 
with the following copy of a page ad- 
vertisment in a trade publication, he 
sent it along to me for use here: THE 
REASON THAT I CHARGE MORE 
THAN ANYONE ELSE FOR WRIT- 
ING ADVERTISEMENTS IS BE- 
CAUSE I CAN GET IT. 


Here’s an excerpt from a letter writ- 
ten by an employer looking for a di- 
rect mail writer: 
We need a direct mail writer. Experi- 
enced? Preferably. Not too old? Preferably. 
Actually we don’t much care. He can have 
two heads and chase little girls down dark 
alleys so long as he knows how to write 
DIRECT MAIL MARKETS letters. You can send a boy to do a man’s 
job, if he can do it better. But we don't 
Comprehensive from Accountants and Auditors through Women’s Apparel Shops — an thet the teacher reads * the 
129 pages over 12,000 classifications . . . alphabetically classified for your class. We're not interested in the Aeschines 
type of letter that makes people say “How 
CORVERIERCE. well he writes!” We want the Demosthenes 
PONTON’S quality controlled mailing lists compiled by modern PONTON type that makes the mob march against 
SELECTRONICS . . . with IBM Electronic Equipment . . . are your assurance of Phillip. And we don’t intend to pay him in 
successful mail campaigns and promotions . . . with more accurate . . . pin-pointed California sunshine. 


selection . .. no duplication or waste 
And More letters 


PONTON .. . Leader in Direct Mail since 1885... has a fully mechanized ad- ’ . 
dressing and mailing department to take care of all details at low cost . . . speed In this space, (Reporter, April, 
and effectiveness. 1958.) I asked readers to send me 


‘lin for the free W. Ss. PONTON, Inc. )) comments about the opening | use on 


PONTON CATALOG . letters answering inquiries. To save 
Sales Office and Production Plant corte the time of looking it up, the opener 


( hit oi 44 HONECK STREET, ENGLEWOOD, N. J. a read: “It’s letters like yours that make 
New Jersey : LOwell 9-5200 @ New York » MUrray Hill 7-5311 a fellow like me like a job like mine.” 


; = : Here are some replies: 
— Speaking of Reed-Able Copy and your 
| 1 paragraph on “It’s letters like yours .. . 
sentence, I think it is a good opener — a bit 


flattering to the reader. F. L. Schultz, 
Alamo Fruit & Vegetable Co.. Inc., Alamo, 
Texas. 


| It's columns like yours that make a fellow 


10 PREMIUM MANAGERS ] like me like Reed . . . does that sound con- 
trived? Seriously, | doubt very much if your 
| AND MAIL ORDER LIST OWNERS | opening sentence would be considered con- 
trived by the majority of prospects nor- 
mal ones — but there is always someone 
, ready and willing to take the joy out of life. 
j sos Sa ny as In my book it is a good opening and should 
lead the prospect right down the line. 
The publishing industry needs R. M. Cramer, Sales Manager, Ozark Fish- 
good mail order names. eries, Inc., Stoutland, Missouri. 


if you have 25,000 or more It’s questions like yours in magazines like 


premium requests in your posses The Reporter addressed to readers like me 
sion, we are interested. on dull, rainy days like teday, that cause 


P answers like this and raise blood pressures 

Many well-known national od- like the dickens. Yep, it's TOO cute. You 
vertisers have found it profitable can do better. T. D. Dudgeon, Nation- 
to sell us their names. Why not wide Insurance Co. 246 North High St., 


FILM-LETTERING Columbus 16, Ohio. 
$1.00 PER WORD! , | 


how many you have on hand and | Say What 

enclose sample of advertising | You a 
Reduced or enlarged to fit your layout... nega- material which produced the Mea 
tive or positive ...No photo-print charge! ...No — A Business College once displayed 
photostat charge!...No minimum charge!... this large sign outside its building: 
Unlimited choice of styles!...24 hour service! 
New FREE specimen chart on request. Mail 
service anywhere in U.S.A. Address Dept. DM. 


_ A SHORT COURSE IN ACCOUNT- 
ACTIVE i ING FOR WOMEN. 
| ‘The sign was taken down when one 


RAPID i MAIL ORDER LIST CO. | | morning the head of the school saw 


TYPOGRAPHERS 241 Lafayette Street written across the sign in bold, un- 
INC d New York 12, N. Y. t | mistakably masculine hand: THERE'S 


NO ACCOUNTING FOR WOMEN.e 
305 E.46 ST.,N.Y.17 Phone Walker 5-2450 | 
MU 8-2445 | 4“ THE REPORTER 
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PERSONALIZED 


BLOTTERS HAVE LONG | 


RETENTION VALUE 


Every month, Office Overload Com- 
pany, Ltd. at 138 Portage Ave., E., 
Winnipeg, Canada, sends out per- 
sonalized blotters like the one illus- 
trated here. Looking for ways to cut 
costs in their business, they debated 
whether or not to cut out the blotter 
mailing expenditure. Then decided to 
make a survey of recipients . . . to 
see just how effective the simple mail- 
ings were. They changed their mind 
about dropping the mailings when 
they found: 


@ Even though the blotters went out 
on the first of the month, and the 
survey was taken on the 26th .. . 
62°% of the recipients still had them 
on their desks. 


@ 60% of the recipients opened the 
envelope in which the blotter was 
mailed. 


@ Only 17° discarded it as being 
of no use. 


@ 34° mentioned that they liked 
to receive the blotter, but didn’t need 
it because they use ball point pens. 
Even so, they asked to be left on 
the list. 

“All of this.” reports president 
J. R. Shore, “makes me think there 
certainly isn’t anything in direct mail 
that can beat putting a man’s name 
on the advertising piece. Needless 
to say, our personalized blotter mail- 
ings will continue.” @ 


ALONG THE 
FRAUD FRONT 


Among other cases listed in May 
1. 1958, Postal Bulletin were the fol- 
lowing familiar names in Santa 
Ysabel, Calif.: Dr. Merle E. Parker; 
Dr. Merle E. Parker, Master Meta- 
physician: Dr. Merle E. Parker, 
PS. D.; International Headquarters 
Foundation F.D.M.; The Foundation 
Enterprises: P. O. Box 7. 

A number of years back, “Doctor” 
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Stratification means 


more sales...more savings 


Neighborhood stratification is the 
modern, efficient way to help promote 
your product to consumers. 


Neighborhood stratification means your 
market is defined in relation to the 


sales potential of the individual 


consumer ... and your mailing lists 
compiled from this research. 


Neighborhood stratification means more 


sales and more saving 


from your promotions. 


For more information, call or write 


SAMUEL FITZSIMMONS & COMPANY 


545 Fifth Avenue @ New York 17, N. Y. @ MUrray Hill 7-6865 


Market research for mail advertising and sales promotion 


PHOTO-EN 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


DIRECT MAIL 


directs replies...direct to you 


VISHLETTER 

letter with return 
cord in rear 
sleeve — unusvol 
die-cut possibili- 
ties. 


gummed envelope 
attached — excel- 
lent for question- 
noire, order, 
check. 


self-moailer in- 


! 
cludes personally | 
oddressed return ; z 
cord in printed ; 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


A copy of “The 
Art and Technique of 
Photo Engraving” will 
oid you with your pro- 


ottached letter 
with reply 
gummed enve 
—vused os self- 
moiler. i 
FOR FULL DETAILS, PRICES CALL 


LATHAM PROCESS- 200 Hudson St..W.Y.C.-WO 4.7740 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 


ARCH 
1958 
© 
{ 
i 
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duction problems. Send 
$2.00 
FEED-BACK 
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SOCIAL VALUE - PLUS 


DIRECT GAIN 


FOR THE USER 


The “Chronicles of Americana” as 
a business tool, especially in direct 
mail, provide specific, positive means 
for action. Well tested beyond the 
theory stage, the imaginative, crea- 
tive use of the Chronicles, plus all 
the individualizing features, combine 
social and community value with di- 


Parker threatened to sue The Reporter 
for libel. We had criticized, without 
mentioning his name, some of the 
wild statements in his outlandish pro- 
motions under the guise of religion. 
He never sued . . . but we wasted a 
lot of time on useless correspondence. 
Several months back, we warned that 
some so-called charity outfits would 
be in trouble with the Post Office for 
illegally using the low, exempted, non- 
profit third class rate when they were 


tor” Parker was one of those we were 
specifically talking about (not only 
in print, but with the postal inspec- 
tors). That’s one thing few people 
know about. 

About half the work done by The 
Reporter staff never sees the light of 
day except possibly to wind up in a 
couple of inches of Short Notes. 
There doesn’t seem to be any other 
organization willing to fight to keep 
the mails clean for the protection of 


rect personal gain for the user. 

In your CONSTANT watch for 
fresh, significant ideas, you'll be in- 
trigued with the opportunity to com- 
bine your own direct mail experience 
and techniques with the use of this 
vehicle of intrinsic value. 

This combining objective scholar- RA N DOM HOU S E INC. 
ship with a business purpose has 
proven, again, that worthwhile ideas 
handled correctly, have terrific re- 
sponse. 

Great school pieces, and reception 
room sparklers, the smartest use of 
all is in Direct Mail. Winners of the 
1958 George Washington Medal of 
Honor from the Freedoms Founda- 
tion. 

Send for the ten titles published to 
date, supporting material on their 
concept and use, results and prices. 
Your letter today does it, or phone 
us collect. 


Americana Press, Inc. 
BOX 85— 2105 SHERMAN AVENUE 
MADISON 1, WISCONSIN 
Phone Cherry 4-1377 If your return 
i. Comes under doubt, 
Record each outlay 
Or you'll find out 


actually selling merchandise. “Doc- legitimate mailers ...so we do it... 


NEW YORK 22. TELEPHONE Please 12600 


THE MODERN LIBRARY - LANDMARK BOOKS 
THE AMERICAN COLLEGE DICTIONARY 


RANDOM HOUSE BOOKS 
LEGACY BOOKS ALLABOUT BOOKS 


WATCH OUT! 


Check each deduction! 
Don't dare be lax! 
When you fill out 
Your income tax. 


How great the sorrow, 
How dread the doom. 
Uncle Sam's lowered 
The fiscal boom! 


And watch out for EXPENSE ACCOUNT 
the novel by Joe Morgan 
which Random House will publish March 24. 


ADDRESSING 
MACHINES 


* An advance copy is coming to you scon! 


offer you the only competition 


you can find in the Addressing 


Machine industry. A TAX-TIME TEASER 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


This poetic memo from Random House, Inc., 457 Madison Avenue, New 
York 22, N. Y. was particularly appropriate for April 15th . . . income tax 
day. Created by Pat Rose, the 544” x 844” memo arrived late in February . . . to 
announce the release of Expense Account, a new Random House novel by 
Joe Morgan. The direct mail poem contains some good tax advice in face 
of the Revenue Bureau’s new demands for expense account verification. The 
memo idea itself made an interesting and timely advance-copy announcement. @ 
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watching for frauds, indecent or 
suspicious mailings . . . tracking down 
culprits, reporting to Better Business 
Bureaus and postal inspectors. 
Sometimes we've worked on cases For the 
for many years before anything hap- 
pens. Some frauds never learn. Right Summit of 
now we are watching a fellow from  anemeens 
Boston who was closed up in 1955 Quality ina 
by postal authorities for a homework 


racket. But he has started a new one 
in Miami, Florida, offering phony 


job opportunities. Looks like the in- 
spectors will have another sure-fire 


case. It’s a never ending fight to keep always specify Fidelity 


the mails clean. Bad stuff weakens ; : 
respect for all mail. Do all you can Onion Skin 
to help. 


A BROADMINDED 
NEWSPAPER POLICY 


Reduces 

At the AFA 4th District Conven- 
tion in Tampa recently, we were talk- ®@ TYPING 
ing with Budd Gore, retail advertising : 
manager of the Chicago Daily News, ey ® MAILING x SEND FOR A 
about the newspaper attacks on direct 
mail. (See Scuttlebutt this issue.) We ® FILING COSTS Kt 
thought Budd would lend a sympa- 
thetic ear because of his long experi- : . of 8% x 11 
ence in the retail advertising field : A; 
(with Marshall Field, Hudson’s, etc.) . For Thin Letterheads, Sample Sheets 
But we were honestly flabbergasted e 
at his reaction against those news- ‘ Copies, Records No Charge 
papers which try to discredit a so- 
called competitive medium. He out- 
lined the selling policy of the Chicago 
Daily News. We asked him to put the 
policy in writing with permission to 
quote verbatim. Here are the quotes: 
“In approaching a prospective retailer 
advertiser, the first question we ask 
is, ‘Are you employing direct mail?’ 
If his reply is negative, we try and 
show him how. Then. and —_— then. 


WHERE DOES THE ‘SMART MONEY GO? 


When it comes to mailing lists in the textile. apparel and home furnishings 
fields, leading companies turn to the Fairchild Mailing List Division. Our 
customers are the biggest in their respective industries. They use Fairchild 
lists repeatedly because they know the publisher of the famous Fairchild 
newspapers is best qualified to compile and maintain lists in the fields its 
papers cover. So the next time you want to mail to retailers or manufac- 


turers. follow the leaders. Call Fairchild. 


FAIRCHILD Mailing List Division 


4 division of Fairchild Publications 
7 EAST 12th STREET, NEW YORK 3 e AIL. 5.5252 


i 
te 
: 
ER 
A & 
Rs 
ag 
- 
: 
46, 
’ 
we k 


RIP- 
21P! 


do we plunge into the merits of news- 
paper advertising. 


“Direct mail must come first. For 
customers will always be the best 
prospects for additional business. 
Newspaper advertising then can and 
should be employed to remind cus- 
tomers and attract prospects to the 
retailer's store. But not using direct 
mail is throwing gold out of the win- 
dow needlessly.” 


(Signed) “Budd Gore, 


Retail Advertising Manager, 
Chicago Daily News.” 


So . .. we salute Budd Gore and 
his newspaper for their sensible 
approach to “competition.” It would 
be a wonderful world if all those 
connected with advertising were 
equally broadminded. 

In contrast we have reports 
that a Long Island (N. Y.) newspaper 
ran violent editorial attacks against 
“junk” direct mail. Shortly after the 


ZIP-OPENERS offer 
extra convenience 
and impact . . . get 
attention, action and 
provide “opening 
insuronce.” 
ZIP-OPENERS tie in 
with catchy copy 
leading to the 

string . . . and have 
actually increased 
returns as much 

as 20%! 

Let this latchstring Somewhere 


bid welcome to 
steer-roping wnat talking about. 


your message. 
She can tell what a sassy pony, that's a cross between 


THE GREATEST AD NEVER WRITTEN... 


SOMEWHERE WEST OF LARAMIE 


Send for free and the place where it hits, can do 
brochure and samples. 


with eleven hundred pounds of steel jand action when he's 


going high, wide and handsoae, 


) gon chad 
Bie? 


The truth is -- the Playboy was bullt for her. 


Bullt for the lass whose face is brown with the sun 


when the day is done of revel and romp and race. 


onnelly 
rganization, Inc. 
7, Po. There's a savor of 


She loves the cross of the wild and tame. 


of laughter 


and Lilt and light -- « hint of old } 
It's brawny -- yet a eraceful 


for the sweep o' the Avenue. 


a, 
Cc 0 Y Playboy when the hour grows dull with things 


gone dead and stale. 


MArket 7-8133 


thet mokes SENSE 
thet mokes SALES 


thet mokes BUYERS want 
to do business with you 


Write me about your plans 
or problems horizon of a Wyoming twilight. 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . . . Dartnell Medal... 
Editor of IMP, “The world’s smallest 

house orgon” 


The all-too-realistic copy editing above was done by Henry Burgess in 

“sales reducing? The the lively advertisers’ newsletter This Business of Selling . . . published by 

Olstead & Foley, Inc., (advertising-public relations), 1750 Hennepin Avenue, 

Minneapolis 3, Minn. Henry, who’s a crackerjack O&F copywriter himself, 

has this to say about his blue pencil job: “Sometime | wonder how far 

Edward Jordon’s memorable motor car ad would have gotten, had it been 

written today. Chances are it would end up in the manner above. Maybe 

we're all too ‘expert’ today . . . maybe when we put in everything that ‘has 

to be included’, we find the spirit and enthusiasm has been crowded out . . . 
maybe we can learn something from the pre-survey ad writing days.” @ 


mace up 
extra money. Reasonable rates....24-hour delivery 


view POINT (53-11—76th Flushing 67, N.Y. 


Letters with that Folksy Touch 


Homey, humon, down-to-earth let- 
ters talk the readers’ language, and 
SELL! One series 31! -years old. Write 
for circular on letterhead. 


“That Fellow Bott’ 


m Lee P. Bort, Jr., 64 E. Jeckson, Chicago 
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that lifts type or art 
out of the commonplace, 
into the realm of the unusual — 
even to extremes! 
You dream up the effect — 
we'll produce it mathematically 
and photographically perfect 
Let your imagination run rict— 
then call us! 


Send for Free Specomen Book R 


CONVENTION PROGRAM 


SEPTEMBER 10th, 11th, 12th 
MEET ME in ST. LOUIS! 


Want to write better copy 
for direct mail? Experts can 
show you how at the 
DMAA convention. Hope 
to see you there. 

Henry Cowen, Program Committee 


MEET ME in ST. LOUIS! 


Want new ideas? Bring one 
of your own, swap it for 
others at the DMAA con- 
vention. I'll be there to 
swap with you. 

Max Ross, Program Committee 


MEET ME in ST. LOUIS! 


You can develop custom- 
ers and markets by mail. 
Let us show you how at the 
DMAA convention. I'll try 
to help. 

Martin Boiler, Program Committee 


MEET ME in ST. LOUIS! 


We're working on a real 
trouble-shooting program 
for Circles of 
More about it later. See 
you in St. Louis? Fine! 

Betty Roskeom, Program Committee 


articles appeared, the business office 
of the same paper began weekly mail- 
ings of giant post cards to area mer- 
chants, praising the advantages of 
newspaper advertising. Our corres- 
pondents report that local merchants 
were “burned up” after being told 
that direct mail was junk and then 
being solicited by the same medium 
to advertise in the newspaper. 
Wouldn't that newspaper be in a 
better strategic position if it had 
adopted the Chicago Daily News’ 
policy of teaching the local retailers 
to use direct mail to hold present 
customers, backed up by intelligent 
reminder newspaper advertising? 
There shouldn't be any competition. 
The two media can work together 
nicely in the retail field. But not so 
if the newspapers undermine public 
confidence in all advertising by print- 
ing inaccurate and vicious attacks on 
another reputable form of advertising. 
Let’s hope we'll have plenty more 


Budd Gores in the newspaper field. @ 


DIRECT MAIL 
COMPARED TO 
PERSONAL CALLS 


An interesting item appeared in 
recent issue of the Medical Direct- 
or’s Notebook, issued by Eaton Lab- 
oratories, Norwich, N. Y. Paul F. 
MacLeod, M.D., medical director, 
sent us a copy and said that the sta- 
tistics mentioned were obtained from 
Modern Medicine. The item deserves 
a place in our records. 


The Low Cost of 
Advertising 


It is always interesting to read physicians’ 
sage advice on drug advertising. Recently, 
one doctor wrote, “I am sure that the 
pharmaceutical manufacturers could pay 
their detail men higher wages, train them 
more specifically, and possibly hire more 
well trained men who could bring this 
information directly to the physicians at a 
less cost than they are now spending in 
direct mail.” 

I can assure this physician that if this 
were the case, we would have been doing 
it long ago. An average figure in the 
pharmaceutical industry for the total cost 
of one call by a representative on one 
physician is about $8.00. In comparison, 
a recent survey indicates that it costs 
only about 17c to put the average mailing 
piece into the hands of one doctor. This 
includes the cost of wastage of an esti- 
mated 40 per cent of these pieces sent 
those physicians who “never read mail.” 
If we were to hire enough men to cover 
the majority of physicians in this coun- 
try, as we do with mail, the cost of a 
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IDEAS 
COPY 
ART 
SALES 
PROM- 
OTION 
DIRECT 
MAIL 


MONOGRAM, INC. 


FANS 


RESULTS 
FOR YOU 


18 DMAA AWARDS IN 11 YEARS 


PLAZA 3-8974 


MONOGRAM. INC. 


SiS MADISON AVENUE 


NEW YORK 22. 
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THAT WONDERFUL 


TYME* 


IS WHAT YOU NEED 


A COMPLETE 
DIRECT MAIL SERVICE 


* Ty-Process Letters * Mailing 
* Mimeographing Photo-Offset 
Addressing 


yme 
LETTER SERVICE CORP. 


YOU GET. 
ALL THESE_EXTRA’S 


NATURAL COLOR POSTCARDS 
BY COLOURPICTURE 


1, COMPLETE CREATIVE SERVICE — 
from idea to finished product. 

, TOP QUALITY — Plastichrome 
offers the finest reproduction you 
con buy. Winners of Lithogro- 
phers’ Notional Association 
Award the last four yeors. 
SERVICE — prompt, efficient de- 
livery when you need it. 

. VERSATILITY — a complete as- 
sortment of postcords, albums, 
folders, broadsides and brochures 
from — 24%," x to 21" 22". 
PRICE — a complete soles pro- 
motion compaign for a penny or 
less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 
COLOURPICTURE PUBLISHERS INC. 
Dept. C-} 400 Newbury Street, Boston 15, Mass. 


detail would rise to astronomical pro 
tions. Our men are restricted to calling 
upon physicians in those areas where they 
can do it efficiently. If they were to try 
to cover physicians in fairly inaccessible 
areas, most of their time would be spent 
in traveling. 


ATF DEVELOPS NEW 
PHOTO TYPESETTER 


American Type Founders Com- 
pany, Inc., 200 Elmora Avenue, Eliza- 
beth, New Jersey, has come out with 
a new system for photomechanical 
composition of text matter. Called 
the ATF Typesetter, the new system 
was unveiled at a New York demon- 
stration in March. 

The ATF Ty pesetter consists of two 
portable, desk-top size machines, the 
Key board Unit and the Photographic 
Unit. The Keyboard Unit provides a 
typewritten proof and a common lan- 
guage perforated tape which is then 
used to automatically operate the 
Photographic Unit. It provides a type 
range from 5 point to 14 point in 
measures up to 7's” wide . . . spe- 
cifically designed for the composition 
of text matter in the general line of 
commercial printing for newspapers, 
catalogs, books, price lists, statistical 
material, advertising literature and 
similar work. It will provide type-on- 
film for direct use in offset and gra- 
vure platemaking. 

Composition starts at the Keyboard 
Unit which is basically an electric 
typewriter. Simultaneously with the 
typewritten proof a common-language 
perforated tape is produced. The justi- 
fication code is automatically punch- 
ed into the tape upon depressing a 
control key when the typed line is 
completed. Justification is on a word- 
space basis, and letter spacing be- 
tween letters is possible in single- 
unit increments. A_ standard type- 
writer ribbon is used on the Keyboard 
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SENSATIONAL 
NEW ELECTRIC 
SADDLE STAPLER 
WITH FOOT PEDAL 


For Saddle Stapling Booklets, Brochures, 
Catalogs, Price Lists Etc. 


lat staple 
attachm — $10 extra. AVAILABLE 
RIGHT. STOCK 


AMERICAN WOOD TYPE MFG. CO. 


Dept. R 42-25 Ninth St.. Long Island City 1, N.Y. 


WHAT'S YOUR LINE? 
Write Dept. R for 


B. VERNER & CO., INC. 


52 DUANE ST. NEW YORK 7 BA 7-1466 


Before you 


make your 


next mailing 
. . CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS, 
INQUIRERS and PROSPECTS 
For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply send 
us in confidence a detailed letter about 
your list problems along with sample 
mailing pieces, ads, etc. NO COST 

OR OBLIGATION. Write: 


MAIL ORDER 
LIST SERVICE. Inc. 


38 Newbury 16, Mass. 
Charter Member National Council 
of Mailing List Brokers 


standard stit- $ 50 

~ staples "120 page ONLY 

43 EAST 19th STREET, NEW YORK 3, WN. Y. 

- 

: x AT NO EXTRA COST. 

DMAA "meet me wm 

R 

with 

52 


Unit and the bold or italic of a face 
is indicated on the typewritten proof 
in red color. 

The perforated tape produced by 
the Keyboard Unit is placed in the 
Photographic Unit where it automa- 
tically produces type-on-film composi- 
tion which may be right reading or 
wrong reading transparent positive 
on the emulsion side. The film can 
also be developed as a negative by 
reverse developing photographic oper- 
ation. Both of these methods result in 
emulsion-to-emulsion contact in plate- 
making for maximum quality image. 

The heart of the ATF Typesetter 
system is a plastic type disc. Each disc 
consists of two fonts of type placed 
circumferentially around the disc. A 
variety of type faces are now in disc 
format and ultimately all ATFs wide 
range of popular type faces will be 
available. By the use of separate discs 
for each type size it is possible to 
tailor each type design for maximum 
effectiveness in a specific point size. 

The standard type dise carries a 
Roman and Italic style, or a Roman 
and Bold Style. Other combinations, 
such as a Sans Serif and an Old Style 
Roman, are also available. Discs with 
special accents, mathematical figures, 
or other special purpose figures will 
also be available. 

With many other outstanding fea- 
tures, the new typesetting system is 
the result of 15 years ATF research 

. under the direction of George J. 
Sausele.@ 


CHALLENGE 
THE AXIOM 


Reporter's Note: We found this gem in the 
“Phi /" hm. of The KVP Company, 
Kalamaco, Mich. Edited by one of our favor- 
ite editors, Glenn Stewart. We think many 
direct mail creators and planners could profit 
by following the advice. Conformity, or being 
offers. 
The speaker wes long experienced 
in working with young people in 4-H 
clubs which, incidentally, now have 
more members in urban areas than 
on the farm. He thinks the future is 
pretty safe in their hands, certainly 
as safe as it is in ours. But he is 
concerned over three things. “One,” 
he said, “the need to jolt them out of 
being satisfied with mediocrity, of 
being just ‘average. Two, their 
slavish adherence to conformity, of 
not daring to be different. And three. 
their reluctance to court, or even 
accept, responsibility.” 

“You are well ahead of us in think- 
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PENCILPRINT looks 


JOHN W. CASSIDY, Vice President 


Doubleday Book Clubs 


The most important name on any list we use is the name of 
the broker. To us, the name Lewis Kleid on any list, means that 


it has passed the first test.” 


A Short, Short Lesson 
In Letter Writing 


by M. W. Finkenbinder, St. Louis Mo. 


| PENCILPRINT. 
| 
| | 
Re 
| 
per’ 
| 
Pencil. Has mony applications for % 
your Direct Mail. Ask for samples. 
| 48 21st Street New York 10, N. Y. 
Cer To your MEAGE EARL Y-~ 


get the 
professional 
approach 


to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
SETTER direct mail, write to: 


mail advertising 
service association 


INTERNATIONAL 
18120 James Couzens Hghy. 
Detroit 35, Michigan 


Do you hove your 1958 


DIRECT MAIL 
COLOR KIT 


if not — write at once — no oblige- 
tion — this information and selection 
of low cost, top quality, natural 
color direct mail materials is a must 
in planning your next advertising 
piece. 


“th in natural 


jcURT TEICH & CO., INC.; 
1733 W. Irving Park Rd., CHICAGO 13, me. 


Firm 

1 Attn. of 
Street 

| City 


ing that these problems don't end 
with the juvenile becoming an adult. 
You see the same problems in your 
own office, your own plant, your own 
group of any kind. 


“A speaker can make out a pretty 
good case for the triumph of medioc- 
rity because there is no question that 
the work of the world is done by the 
mediocre, the ‘average.’ But no race 
is ever won by an average runner, no 
pennant by an average team. No 
average anybody gets his name in the 
record books. The only person for 
whom ‘average’ is a worthy goal is 
the normally below average person 
who goes all out and pulls himself 
up to average level. 


“Conformity belongs in the same 
deadly category. Sloppy socks, blue 
jeans, butch hair cuts and other 
juvenile conformities find their dupli- 
cates in so-called adult conduct. We 
must drive the same cars, join the 
same organizations, read the same 
columnists, take the same vacations, 
as the particular Joneses with whom 
we like to identify ourselves. We are 


afraid to be ‘different.’ 


“A great mathematician, I think 
Bertrand Russell, was asked how he 
accounted for his many new dis- 
coveries in what to the layman seems 
an already completely explored and 
fixed science. ‘I challenge the axioms,” 


he says. 


“Now an axiom is something ‘whose 
truth is so self evident that it needs 
no proof.” It takes daring to challenge 
an axiom. Might as well challenge a 
freight train by butting into it with 
a handear. But those who do often 
find that self evident truth is not 
always truth. Einstein changed the 
whole science of higher mathematics 
by challenging ‘truth. Our world 
has been revolutionized by his chal- 


lenge. 


“Get our young people, get us older 
ones too, to be discontented with 
being average. get us out of the strait 
jacket of conformity, and the problem 
of accepting responsibility will take 
care of itself. 


“Challenge the axiom. Find a better 
way. 


Mack Beresford of James Gray Inc. tells 
this story about a customer who phoned 
about getting a job done. Said Mack, “I 
suppose you want this job tomorrow.” “For 
Pete's sake, no!” replied the customer, “If 
I had wanted it tomorrow, I'd have called 
you tomorrow.” 
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in 5,000 lots Mounted 
“ae $4.85 


3 & 24 HOUR SERVICE AVAILABLE 
FULL COLOR PRINTS 
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WE DELIVER WHAT WE ADVERTISE 


Post Cards 
$26 per 1,000 


IF YOU MISSED THE BOAT 


en your last direct mail campaign, why not 
get your next program off on the right feet! 
Our professional know-how, together with 
more than twenty-five years of direct mail 
experience, really puts as “in the know” as 
far as this specialized field is concerned. 


TALLMAN, SMITH & ASSOCIATES 
Suite 460—Wrigley Building 
410 N. Michigan, Chicago 11 WH 3-0608 


NEW MAILING LISTS 
1000 BUYERS 
Eac $25 
1000 DER BEGINNERS $e 
Each paid to be listed 
BOTH LISTS, compiled by Quiz sie 
EXTRA COPY. either list $2 


NO NAME LIST SOLD OVER 60 DAYS OLO 


RALPH STUEBER Member: DSL 
5343 West 117th St.. Inglewood 2. Calif. 
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Rates $1.35 per line 85¢ Situction/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


FREE MAILING LISTS 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy gucranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspopers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


BUSINESS OPPORTUNITY 


Experienced sales producer seeks affiliation 
with list publisher, broker or direct mail con- 
cern needing sales and investment to expand. 
Box 51. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, $t. Catharines, Ontario 


ELECTRONIC STENCILS 


Dress up your mimeographing with Electronic 
Stencils. Paste YOUR illustrations or copy in 
an area of 8” by 13”. We'll make ao Stenofax 
Stencil for only $1.50. 24 hr. service. Church 
Extension Service, Inc., P.O. Box 552, Golden, 
Colorado. 


FOR SALE 


Graphotype; model 6341. Also addressograph 
trays, hook front, 25< ea. HARRY J. ABRAMS, 
124 L St. N.E., Wash. 2, D.C. 


Mail Order items suitable for Schools. Drop- 
shipment desirable. 
MUTUAL AIDS 
1946 Hillhurst Ave. 
los Angeles 27, Colifornia 


JUNE, 1958 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 


SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STiliwell 4-5922 


hall Proven Suyers. Over 790,880 Alghe- 
Geo Nomes. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
end clean expires. Your Broker knows our 


MAILING “LISTS — 250,000 carefully 
names in Protestant Church field. Individual 
lists of prominent clergymen, laymen and lay- 
women, Religious Education Directors, Bible 
Teachers, Chaplains and many others. For de- 
rails write: Macfarland Company, Box 540-D, 
Westfield, New Jersey. 


Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 


Addressographs, Graphotypes, Speedaumat, 
Elliott Machines. Also plates, stencils, frames, 
trays, cabinets. Embossing Addressograph 
and Speedaymot plotes. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


tion. OFFSET SCRAPBOOK No. 

1,500 classified specimens, only $2.00 post- 
paid. A rich source of practical help and in- 
spiration. Thousands in use. Available also 
ore books toi tional art, car- 
toons, borders, panels, — fonts, holiday 
art, etc, at newly reduced prices. Free descrip- 
tive folder. 

A. A. ARCHBOLD, Publisher 
P.O. Box 20740-K los Angeles 6, Calif. 


STICKER-LABEL IDEAS 


For profit, economy, efficiency. Product, direc- 
tion, shipping labels; good-will stickers etc. 
Catalog. IMPRINT of Emporio, Kansas. 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
as on the date promised. No Alibis. Cir- 

jotes, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


MISCELLANEOUS: 


Fun Pkg., SILLY SIGNS & SLOGANS. Hand let- 
tered, vari-colored cardboard, aver. size 9” 
5”. Good for bulletin board, conversation 
piece, etc. Promotion possibilities. Pkg. 12, $1. 
p.p. Original! with RAY THOMPSON STUDIOS, 
Wyncote, Pa. 


Experienced and well established printing and 
lithographing manufacturers’ representative 
who knows whom, where and how to sell 
printing in the Colorado area. Desire addi- 
tional major line of quality printing or litho 
thot is syndicated, patented, stock line, or a 
line that offers a complete direct mail service 
that is now being sold on a national scale. 
Seeking exclusive territory on straight com- 
mission basis. This could be a mutually profit- 
able association for both of us. Please write 
for further details. Box #62. 
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Send for 
Free List 
224 Seventh St. 
Garden City, L. I., N. Y. 
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LISTINGS ONE LINE PER ISSUE, $18.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$24.00 PER YEAR. 


ADORESSING 
Address-O-Rite Stencil & Mach. Co., Inc.....! 


Creative Mailing Service, Inc...... 460 N. Main, N. (Fi 9-2431) 
26 Sterling Street st Orange, N. J (OR 
U. S. Mailing Service........... 16030 Ventura Bivd., Encino, Calif. (ST §-1252) 
ADDRESSING MACHINES 

Business Machines Co., 19 Hudson St. New York 13. Y. (Ca 

llott Addr. Machine Co. 1554 Albany Cambridge 39, Mies. (TR 6-2020) 
Mechanic's Business Machine Corp...30 BE. 10th Street, New York. N. ¥. (AL 4-@077) 


ADDRESSING PLATES AND EQUIPMENT 
The Pengad Companies........ Pengad Building, Bayonne, New Jersey (HE 6-5625) 
ADDRESSING — TRADE 


Addressing Flushing. New York 3191) 
Belmar Typing Service....... Richmond 18, N. ¥. (Vv 
Rae Lewis Aditressing O87 Schenectady Avenue, Brooklyn 3. N. Y. 1793) 


AOVERTISING ART 
P. O. Bex 20740. Los Angeles 6. Calif, (RI 9-0488 
153-11 76th Road, Flushing 67, New York 
ADVERTISING BOOK MATCHES 
Match Corp. of America 3433-43 48th Chi. 32, (VI 17-2244) 


ADVERTISING SPECIALTIES 
Jerry Advertising Specialties 
1515 N. Cleveland Ave.. Canton 3. Ohio... 
Piexo-lettering Co., Inc 305 East 46th Street, New York 17, N. Y¥ 
wy ty TATION. 
Trey M. Rediun, T. & D. Redlun, 1832 M St. N.W., Wash. 6, D.C. (RE 71-3433) 
ART SERVICE 
Monogram Art Studio - 515 Madison Avenue, New York 22. New York 
AUTOMATIC MACHINE-ADORESSING SERVICE 
Charlotte Letter Writing Co., Inc., 101 Wilder Bidg., Charlotte, N. C. (FR 6-3550) 
AUTOMATIC TYPEWRITING 
Carlson Automatic Service .3744 N. Clark St., Chicago 13, Ill. (EA 171-5406) 
2330 


A. Archbold, Publisher 
Raymond 


.. 
(PL 3-4943) 


Commercial Mailings......... East 37th Street, Les Angeles, Calif. (LU 9-2442) 
D & A Automatic Mailings eccescces 918 North Fourth Street, Milwaukee 3, Wisconsin 
BOOKS 
Americana Press 2105 Sherman Avenue, Madison, Wisconsin (CH 4-1377 

Om .. 


Start in 
How To Think About Direct Mail 
How Te Think About Letters 
How To Think About Readership of Direct — 
Hew Direct Mail Solves Management 

How To Think About Showmanship in Direct ‘Malt 
How To Think About Mall Order 
How To Think About Production and Mailing eSecescoess 
How To Think Abowt Industrial Direct Mail 


BUSINESS 
Alfred Allen Watts Company. Inc all 
Carteret Printing Company 


Y. 


480° Canal Street, N. 13, N. ¥. (WO 6-1454) 


CATALOG PLANNING 
oucses 101 W. S6th St., N. ¥. 19, N. 


CHRISTMAS STATIONERY 
..2025 South Cooper Street, Arlington, Texas (CR 5-2207) 


COLLECTIONS 


Catalog Planning Co. (PL 17-1967) 


The Newbern Company... 


Arrow Service Yates Street, Schenectady 5, New York 
COPYWRITERS (Free Lance) 

14235 Bivd., Van Nuys, Calif. (ST 8-2432) 

BOD 64 BE. Jackson Bivd., Chi. 4, (HA 17-9187) 

Tom A. Foley - 2222 Olive Street, St. Louis, Mo. (Cl 1-2915) 

Orville E. Reed 106 N. State St.. Howell, Mich. (Tel: 65) 

Big Rosenblum ............. West 74th Street, New York 23, N.¥. (SU 17-2821) 


DIRECT MAIL AGENCIES 
Ahrend Associates, Inc 601 Madison Ave, N. Y. C. 22, 
Bosten 


American Mail Advertising, Inc. 


The Buckley Organization ............ Phila. National Bank Bidg.. Phils. 7, Pa. 
Chase Direct Mail Service Corp.....12 EB. 46th St., New York 17, N. ¥. (MU 17-2930) 
Dickie- Raymond, Inc. 470 Atlantic Ave., Boston 10, Mass. (HA 6-3360) 
Dickie-Raymond, Inc. ........... 225 Park Ave., N. ¥. 17, N. ¥. (MU 4-3610) 
Direct Matl Services............ 175 Luckie N. W., Atlanta 3, Ga. (JA 38-3398) 
Thuffy & Assor., Inc. .........918 N. 4th Milwaukee 2, Wis. (BR 38-7852) 
Bert Garmise Associates. Inc 509 = jison Ave.. New York 22, N. Y. (PL 5-6611 
General Office Service, Inc. 527 N. W., D. CG. (NA 


Eest, sous Street, New York N. ¥. (PL 1-2820) 


Harrison Service Inc. 
he 4th St. ¥. 17 (MU 


Hickey-Murphy Div. of James Gray. Ine. 
Latham Process Corp. 
John M. Lord & ©o.......... 


.200 Hudson Street, New York, N. ¥. (WO 5-irs) 
Boston T-1020) 


Newourry Street, 


1é, Mass. (CO 


cocccosccees 431 Howard Street, Detroit 31, Mich (WO 1-9470) 
oe Central Pa S-slls, 
6-9878) 
1-6359) 
3-3955) 
Fe 6-4760) 
W. 23rd N. Cc. (WA 68-2680) 
67 Reale St. San Francisco, Calif. (SU 1-6564) 
Hagel & oo ine. 30 Bast 60th Street, New York 22. N. Y. (PL $-7613) 
410 N. Michigan Chicago ‘IL, 1 (WH 3-0608) 
1610 Wise. Ave... N. W., Wash. T, D.C. (CO 
CONSULTANTS 
— Ventura Bivd.. Encino, Calif. (ST 8-1280) 
6741 Deleon, Long Beach, Calif. (GE 1-324]) 
ieoaw .175 Fifth Avenue, New York 10, N. Y¥. (OR 17-6868) 
DIRECT MAIL EQUIPMENT 
American Automatic Typewriter Co. 3 N. Pulaski Road. Chicago 39 Tiiaste 
American Wood Type Mfc. Co Ninth Street. Long Island City | Y 
Auto- Typist Pulaski R.. Chicago 39, Il (BV 4 
Bell & Howell Phillipsburg Phillipsburg. New Jersey 
7605 Vincennes Ave., Chicago 20. (HI) 3-4455) 
Felins Tying Machine Ce. N. 35th St, Milwaukee 16, Wis. (HI 5-711) 
Friden Caleulating Machine Ine.. .2350 Washington Arent San Leandro, Calif 
Nations! Rendle Tyrer Michigan (RI. 149) 
Photostat Corp. Division Rochester 3. New York 
Pitney-Bowes, Inc... Stamford, Conn. (FI §-2621) 
Seriptomatic, Ime. ........ S10 N. St. Phila. 7, Pa. (WA 2-4318) 
ELLIOTT STENCIL CUTTING 
Allee Business Service, Inc.. 32-15 Leng Island Ci 6, N. Y. (45 8.4303) 
Creative Mailing Service N. Main Freeport. N. ¥. (FR 8-480) 
Elliott Addressing Machine Co. St.. New York 13, N. ¥. (WA 5-1372) 
ENVELOPES 
The American Paper Coe.. 5.4248) 
Atlanta Envelope Co. .... 
Berlin & Jones Company...... 4-4400) 
The Boesten Envelope Co. ....... 5 
Samvel Cupples Envelepe Co. 56-6285) 
Cupples-Hesse Corp. ...... 1 8-5T87T) 
Cupples-Messe Corp 3433 Michigan Ave. Detroit 16, Mich. (TA 6-7360) 
Cupples-Hesse Corp. “4175 N Kingshighway St. 15. Mo. (BV 
Curtis 1000 Inc. ...... 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1281) 
Detroit Tuller Envelope Ca. Howard St.. Detroit 16. Mich. (TA 5-2700) 
Garden City Envelope Co... .. 3001 N. Rockwell St.. Chi. 18, Til. (CO 17-3600) 
Gaw-('lara Envelope Co ..500 N. Secramento Bird. Chi. 12, Ti (NE &-1200) 
The Gray Envelope Mfg. Co. 55 33rd St.. Brockiyn 32. N ST 8.2900) 
Heco Envelape Co. 4500 Cortland St., Chi. 39. (CA 17-2400) 
Quality Park Envelope Compan ‘ 76 Como Are.. St. Pan! 1 t 
Rochester Envelope Co.......... T2 Clarissa St., Rochester 14 A 6-2404) 
The Standard Envelope Co. (1606 30th St Cleveland 14. 0. (PR 1-3068) 
Tension FPrrelope Corp & Campbell Sts.. Kansas City, Mo. (FTA 1-0099) 
Tension Envelope Corp...... 770 Madison Avenue, New York 16. N.Y. (1.5% 2-6212) 
Transo Envelope Co. ..... 3542 N. Kimball Chicago 18, Ill. (IR 8-6914) 
Transeo FEnretone St.. Jerser City, N. J. (HE 4-1587) 
Transo Envelope Company New York Chicago Los Angeles 
Cnited States Envelope Co. Springfield 2. Mars (RE 6-T211) 
Mnited States Envelope Co. ..... Breadway. N. Y.. N. Y. (BA 
Wolf Detroit Enrelope Co. ..... 14700 Dexter Bivd., Detroit 32, Mich. (DI 1-221) 
ENVELOPE SPECIALTIES 
Curtis 1000 Inc . 15@ Vanderbilt Ave.. W. Hartford 10. Conn. (JA 2-1221) 
fhu-Plex Envelope Corp. ...... 3026 Bird, Chit. it, I. (NB &-1200) 
Garden City Envelope Co. .. 3001 Rockwell St. Chi,. 14, TH. (CO 
Welope CO. 1360 Cortiand Chi. 39. Ti. (Ca T-2400) 
Tension Envelape Co 19th & Camphell Sts Kansas City Ma (TTA 11-0009) 
The Sawdon Company Inc.......480 Lexington Ave.. New York 17, N.Y. (PL 5-2518) 
The Envelope Co. . 1749-81 find St.. Cleveland 1, O. (PR 11-8470) 
FOREIGN MAILINGS 
Publimer 5 Roosevelt. Pi.. Scarsdale. N. 32-0010) 
Willemeparkwee 112. Amsterdam. Holland 
F. Sandberg Direet “Mail Executive Gifts Raadhusgt. Oslo. Norway 
INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Service 829 Newark Ave.. Elizabeth, N. J. (El. 4-3887) 
Bonded-Nationwide. ..... 4th Ave.. Brooklyn 32. N. Y. (S50 8-4819) 
Coupen Service Corp 37 East 18th St.. N. ¥. 3. N. ¥. (OR 383-0168) 
Creative Mailing Service. oe 460 North Main St., Freeport, N.Y. (FR & = 
Lambert Mailing Company N. New Jersey Street. Ind. 4, Ind ME 
Mailings Incorporated......... 55 West 13th St, New York 11, N. ¥. (WA 9 sian) 
ih Bast Orange. N. J. (OR 2-3000) 
West. Emp. Dir. Co. 612 Howard St., San Francisco 5. Calif. ‘Ga 1-8500) 
INK LETTERS & POST CARDS 
cesetscoccosecs 119 4 Ann Street, Hartford 3, Conn. (JA 2-6505) 
LABEL PASTERS 
281 North St., Teterboro, N. J. (HA 8-194) 
LABELS 
-++.385 Gerard Ave., New York 51, N. Y. (MO 5-1818) 
Framingham, Mass. (TH 35-3511) 
and Allegh Aves.. Phila. 34. Pa. (RE 9-6878) 
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LETTERHEADS 


Brunner. Inc.. Printers-Lithographers, 1010 Jefferson Ave.. Memphis. Tenn. (BR 2355) 
Marsball Press. Ine..........812 Greenwich Street, New York 14, N. ¥. (MU 5-8874) 
Respenda - Letter 7 9878) 
411 St., ( 
Responds-Letier ........... 520 Fifth Avenue, New York 36, N. (MU 17-6359) 
MAGAZINES 
eoccececese 520 North Michigan Avenue, Chicago 11, Illinois 


MAIL ADVERTISING SERVICES (Lettersheps) 


va, NEW Ay 
Reproduction 


& Mailing Service, Inc........ 1715 Avenve Z (35) (SH 3-5235) 

320 N. Dearborn St. (10) (SU 17-1722) 
CLEVELAND 
Cleveland better Serv.. Inc. 740 W. Superior, (13) 1-830) 
Robert Silverman, ...1870 Ontario Street (CH 1-6575) 
DETROIT 
Advertising Distributors of America, Inc........... 4444 Cass Ave. (1) 
Advertising Letter Service ................- 2990 Jefferson Hast, (7) 

GP GE 431 Howard St. (wo i 
EAST ORANGE, NEW JERSEY 
26 Sterling Street (OR 2-3900) 
ELIZABETH, NEW JERSEY 
Automatic Mailing Service... 829 Newark Ave. (EL 4-3887) 
HOUSTON 


Premier Printing & Letter Serv. 620 Texas Ave., (3) (CA 71-4145) 


LITTLE ROCK, ABEANBAS 


‘ersomalized Letters Inc... 404 E. Capitol Avenue 
LOS ANGELES 
Krupp's Adv. Mailing Serv................... 2390 W. Pico Bird. (6) (DU 5-5421) 
The Mailing House.....1019 N. Madison Avenue, Los Angeles 3, Calif. (NO 5-4371) 
MARION. OH 
Pulfiliment Corp. of America ........ oeve- veces 381 W. Center St. (Tel: 2-1187) 
MIAMI, FLORIDA 
Od... 3800 N.E. ist Avenue (PL 17-4577) 


Milwaukee, Wisconsin 
The Carr Organization...1319 North Third Street, Milwaukee 12, Wise. (BR 6-4246) 


NEW YORK ity 


Advertisers Mailing Inc...45 West 18th New York, N. (AL 5-4500) 
Ambassador Letter Gerv. St (4) (MO 
Century Letter Co.. Inc EL (10) (AL 4 

Chase Direct Mail Service ‘Corp. 12 46th & (MU 2830) 


Circulation Associates. ....... 


Mary Elien Clancy Co. .......... 250 Park Ave. (17) (YU 6€-7833) 
Coupon Service Corp ........... ee Kest 18th St { 3-0160) 
Mailings Incorporated... .... 55 West 13th 49-5 


The St. John Assoc. Inc. ....... 
. East 42nd Street (MU 2-S53TT) 
Tyme Letter Service 43 East 19th Street, New York 3, N. ¥. (AL 4-0174) 


PHILADELPHIA 

Conmeliy Organization. Ine. 1010 Arch St.. (7) (4A T-8183) 
Weolington Mall Advertiaing Rerr. 1304 Arch St. (7) (RI 6-1840) 
PITTSBURGH 

Advertisers Associates nx 1627 Penn Ave.. (22) (AT 1-6144) 
ROCHESTER 

Ayer & Streb ........ 15 South Ave, (4) BA 5-6340) 


SAN FRANCISCO 


6T Reale St. (8U 1-6564) 


Archer-Bennett List Service, Inc 
George Piryant & Staff 
George Bryant & Staff 
The Coolidge Co., Inc.. 
Dependable Mailing Lists Inc 


N.J. (10 T-8206) 
Los Angeles _ Calif (VA 9868) 
5 East 23rd St., N. ¥. C. 10 (AL 4-8870) 
4th Ave, N. ¥. C. 16 (MU 4-4901) 


Watter Drev. Inc 333 N. Michigan Chi. 1, (PI 6-4186) 

Walter Prev. Ine 257 4th N. ¥. 10. N. (OR 4-7061) 

tne SS Weert w ‘ashinaten St. 2. TH. (TR 29-0580) 

Dunhill Int) List Co.. Ine F Ave.. New York 16 Y Mu Oo 

160 Engle Englewood J. (BR 99-0461) 


ille Maddern. Inc 215 4th Ave.. N. ¥. 3. N. ¥. (SP 
Mall Order Serv 28 Newbury St.. Reston 16 Maas (CO &-3980) 
Names tted. Ine B52 Foerth Arenue. New York 10 N. ¥_ «MTT 46-2454) 
tr. lL. Natwick Co 136 W. Street, New York 19. New York 5-8818) 
People in Places. Inc 41 Fifth New York 3. N R TT 
Planned Circulation 19 West 44th Street, New York 36. N. Y. (MU 17-4158) 
William Proft Associates 585 Main St.. Fast Orange, N. J. (OR $-2223) 
Roekam Adrerticing 14% Ma 17-8088) 
Sanford Frans & S ‘o., LAd., 156 Lombard Ave., Winnipeg 2. Manitohe, Can. (WH 2-2151) 
Wititam Streh Jr St Weet New York. NJ. (TN 4-4008) 
Tames FL True 419 4th N. ¥. 16. SN. OMT 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE: COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OF COMPILERS & OWNERS 
Ball Weeks (Reporter of DM) 
Financial E-Z Addressing Service 
Fund Ka . ceccse (Wm. M. Proft Associates) 
New Car Buyers Midwest and Western States........ (Gile Letter Service) 
Pet Shops, 6000; ‘Pet supply ..Cat Dreeders, 7000....(All Pets) 
Public elation & Promotion (Wm. Proft Associates) 


MAILING LISTS — COMPILERS & OWNERS 


Active Equipment Supply 1308 Jericho Tpk., New Hyde N.Y.(F1 3-4702) 
Active Mail Order List Co...241 Lafayette Street, New - 12, N. ¥. (WA 5-2450) 
Albert Mailing Lists -...120 Liberty st, N 6, (RB 
Allison Matling Lists Corp. ... 806 Lexington Ave.. N ¥ 21, N (TE 2-8430) 
All-Pets Magazine, Inc.......... 74 Darling Piace.Fond du Lac, Wisc. (WA 2-0080) 
Associated Advertising Serv... 613 Willew St.. Port Huren, Mich. (YU-5-T773) 
Bodine's of Baltimore .... 501 E. Preston St., Mad. (VE 71-0400) 
Bookbuyers [ists 363 Broadway 4-5871) 
Boyd's Ciy Ine. 23 9-3250) 
Buckley - Dem 7-3862) 
Catholic Laity 5-4490) 
Mailing Service 8- 4830) 

ry of Assns. Gale Research oe ent) Book Tow 1-5340) 
Walur "Dees. 333 N. Michigan Ave., Chi. 1 Ill. (FI 6-4180) 


257 4th Ave, N. ¥. 10, N. ¥. 4-TU61) 
Dunhill Int'l Last Co.....55 Bast Washington Street, Chicago 2, Ill. (DE 2-0580) 
List Co 565 Fifth Ave., N. ¥. 17, N Y. 6-3700) 


Eu ebster, 
Ever Ready Mailers. ‘i Inc. 172 E. Park Avenue, Long Beach, N. 
Adaressing Serv. ........ 83 Washington N. 6, N. 
Lists, sirchild Publications Inc...7 E. 12th St., N. Y., N. 
Letter Service..1723 Third Avenue South, M 
Fritz 8. 28 E. 2ind N. le, N. 
Webster, 
Jewish Statistical ‘Bevees poccsece 320 Broadway. New York 7. N. ¥. 
Manpower, Inc........... Office—820 N. Plankinton, Milwaukee 3, 
140 Offices in Major Cities......... See Yellow Pages for Local Phone Numbers 
Market Compilation Bur... . 1 Chandler Bivd., N. Hollywood, Cal. (ST 7-3168) 
Merit Mailers East Orange, N. J. re 2-3908) 


. 

William M. Proft Associates......... st, East Orange, N. J. (OR 3-2233) 
11834 Ventura Bird. N. Hollywood, if. (ST 7-3169) 
Reporter of Direct Mail Adv........ 224 Tth St.. Garden City, N. ¥. (PI 6-1837) 
Research 55 West 13th St.. New York, N. ¥. JU 2-0830) 

ddress Co. .... 48-01 42nd St.. Long Isiand City 4, N. Y¥. (ST 4-5922) 
Ralph Steuber 5343 West 117th Street, Inglewood 2, California 
William Stroh, Jr........ 568-570 54th St. - York. N. J. (UN 4-4800) 
W. E. Watsen Corp........... N. Y. (FR 
Zeller and Latice, TR. is Kast 26th Bt . ¥. N. G40 5- 


MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates, 431 S. Wabash Ave.. Chicago 5, Ill. (HA 17-4144) 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 


Pollard-Alling Mfg. Co.......... 220 W. 19th St, N. Y. 11, N. ¥. (CH 38-0692) 

Samuel Fitzsimmons & Co...545 Fifth Avenue, New York 17, New York (MU 17-6865) 
MIMEOGRAPHING-OF FSET 

Surety Letter Service............ 7 Bast 42nd Street, New York, N. Y. (MU 2-5377) 
MULTIGRAPH SUPPLIES 

Chicago Ink Ribbon Co.............. 19 S. Wells Street, Chicago 6, Ill. (ST 7800) 

OCCUPANT MAILING LISTS—LOCAL & NATIONAL 

Advertising Distributers of America, Inc....... 834 Bagley Ave.. 

26 Sterling East Orange. N 

Western Empire Direct Ad Co....612 Howard Street, San Fran. 5, Calif. (Ga 1- $500) 

PACKAGING 
Coupon Service Corp. ..........- ST East 18th St.. N. ¥. 3. N. ¥. (OR 38-0160) 


PAPER MANUFACTURERS 


Awerican Writing Paper Corp. 
Applewe Costed Paper Uo. 
Uyren Westen Company 
Curtis Paper C 

Rastern ( orperation 
Esleeck Manufacturing 


Fraser Paper, Limited ......... 

Bammermill Paper Co. ..... kn 
Hawthorne Paper Co....... Highway, Kalamazoo 9, Mich. (FI 5-1163) 
Howard Paper Hulman Dayten 2, 
Internationa! Y. (MU 2-1500 


220 BE. 42nd N. 17, 
Kimberly-Clark N (PA 2-3311 
Inc First Street, Dayton 2, Ohie 


Mead Papers, Ime. 
Mohawk l’aper Company 
GR 

Edwards Paper Co. 


Kalamazoo, Mich. 2-6151) 
Housatonic, Mass. (ie = 


Rising Paper Co 


The Sorg ompany 
Wausae Paper Mills Co 


ili W. Washington, Chicago, I. (Fl 6-4786) 


PERSONALIZED GIANT GRAMS 


Sande Rocke & Co., Inc............. 91 Tth N.¥.C. 11 (WA 4-1551) 
PHOTO ENGRAVERS 

Horan Engraving Co.. Inc...... 44 W. 28th St, New York 1, N. Y. (MU 9-8585) 
PHOTOGRAPHERS 


..165 West 46th Street, New York 19, N. Y¥. (PI. 7-0233) 


POST CARDS 
os Newbury Street, Boston 15, Mass. 


JIK Copy Art.. 


CURTEICHCE LOR 3- Curt Teich & Cx 
CURTEICHCO! ‘o., Ine. 
733 Irving Park Read 13, Mlinols (BU 1-0606) 
PRINTING EQUIPMEN 
B. Verner & Co., Inc...... ..52 Duane Street, adel York 7, N. ¥. (BA 7-1466) 
The Comet Press. Inc arick Street, New York, New York 


Largene I’ress, tuc............ 124 White New York 13, N. (WA 5-T325) 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
Paradise Primters Paradise, Pa. (OV 71-3209) 
National Creative Sales Inc.........-. 48th St, N. Y. 17, N. Y¥. (EL 5-0025) 
Arthur Thompson & Co. ..........- +4 ey Pi., Baltimore 2, Md. (PIL 2-4806) 


Box 901, Newark 1, New Jersey 


STENCIL LIST MAINTENANCE 
Clear Cut Duplicating Co........... 9 Broadway, New York 6, N. Y. (DI 9-4668) 


SERVICE 
Globe Fulfillment Corporation. ........... . Sard St., N. ¥. C. 11 (OR 5-4600) 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co.. 9900 Clinton Rd., Cleveland 9, 0. (AT 1-4122) 
The Henry F. Henrichs Publications, The House of ‘Sunshine... Litchfield, IN. (296) 


TRADE ASSOCIATIONS 
Associated Third Class Mail Users, 1406 G St., N.W., Wash. ‘. = (ME 8-2447) 


Direct Mail Advertising Assn......... 3 E. Stth N. ¥. 8- 
MASA International ........ 18120 James it 35, Sue, UN 4-3545 
Nat'l Council of Mail. Iist Brokers, 55 W. 42nd St.. N. Y. 36, N. ¥. (PE $-oeis" 


TYPOGRAPHERS 
Rapid Typographers, Inc....... 305 East 4@th St.. N. Y. 17, N. ¥. (MTU 8-2445) 


N. ¥. 36, N. ¥. (JU 2-2186) 
Robert Straub & Co...........542 South Dearborn St., Chicago 5, Ill. (WA 2-1881) me 
Palmer Lists 24 Grand Concourse, N.¥.C. 58 (Sm 3-24 
Paramount Malling Lists ........ TT-14 138th St.. Flushing 67, N. ¥. (JA 6-8472) ee 
PO R. L. Polk & Co Howard Street, Detroit 31, Michigan (WO 1-9470) a 
1250 N. Meade St., Appleton, Wis. (41454) 
Newark, Delaware (EN 6 
eee Turners Falls, Massa setts 
MAILING LISTS — BROKERS 
...140 W. 55th N. 19. N. ¥. 62748) 
215 W 


Geeling Listless? See Your Onomatologist 


Members of the Guild staff who practice the science of analyzing and classifying names 
have two prescriptions for listlessness. 


One brings in the extra income that your list is capable of producing. Our job is to find 
the people who would like to mail to your customers and prospects and to check with 
you to make sure the offers they plan to send out will meet with your approval. For the 
last fifty nine years this service has been developing substantial amounts of extra profits 
for many prominent companies. 


The other prescription is used to treat cases where mailers are suffering from a lack of 
responsive prospects. Here we carefully analyze market requirements and suggest lists 
for specific campaigns. Such lists are available from a wide variety of sources and in- 
clude the names of the active customers of many prominent mail-order companies. 


If you want to increase the profits from your mailing list, or if you want to reach larger 
numbers of responsive prospects, we invite you to contact your Onomatologist. 


GUILD OFFICES: 160 Engle St. om ENGLEWOOOD, NEW JERSEY 


Chorter Member Nationa! Council of Mailing List Brokers 
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HAD A SHORT VACATION from the front porch this 
past month, attending the 4th District Advertising Fed- 
eration of America Convention at the Floridan Hotel in 
nearby Tampa. Shortest trip yet to a convention. First 
time in years, we've been able to attend a meeting like 
this with absolutely nothing to do. No speeches to make, 
no committee assignments, no head table appearances. 
Just a plain, ordinary paying delegate. It was lots of fun 
and we worked at it. Attended every session, luncheon, 
dinner and party. Came home much refreshed and 
stimulated by what we heard and saw. 

These regional conventions (including direct mail 
days) are getting better and better each year and are 
really more satisfying than the big national hullabaloos. 

The host, Tampa Advertising Club, put on a whopper 
of a program and show. The parties were wonderful . . . 
an evening at the Henry Quednau Advertising Agency, 
whose modernistic setup dulls the glamor of some of the 
best Madison Avenue or Michigan Avenue shops: an- 
other evening on the Jose Gasparilla Pirate Ship in the 
harbor . . . just for fun: a champagne breakfast at 
eight o'clock, mind you, next morning at Larry Moore's 
beautiful Bayshore Boulevard night club. I was skeptical 
of that stunt planned by Ray Krakow of Hillsboro Print- 
ing. But it actually worked. Everyone there bright and 
early, and bright-eyed yet. Champagne, orchestra, floor 
show, girls, dancing. Finished in plenty of time to get 
everyone back to hotel in time for first business session 
at ten a.m. 

The only sour note was closing banquet at popular 
Las Novedades Restaurant. Wonderful meal . . . but 
when will convention planners learn that after days of 
hearing speeches . . . convention delegates are pooped 
and they don’t want to listen to hours of boring intro- 
ductions of big shots and big shots’ wives; reading of 
legalistic whereas-cluttered resolutions; long, drawn-out 
presentations of awards; speeches which would have been 
fine at the business sessions. but which fall on dumbed 
ears at the windup shindig. Either kill off the closing 
banquet; move it to end of first day; or stage it just 
for fun. Them’s not just my sentiments. Heard ‘em all 
around me. Just learned of a coming up convention in 
Chicago (being held by Advertising Publications) which 
is promising no speeches at any of the luncheons or din- 
ners. I'm applauding. 

It was fun to spend many hours with Elon Borton, 
past president of AFA, now of Chapel Hill, N.C... . 
talking about “old times” and such . . . and with Jim 
Proud, who is doing such a good job as Elon’s successor. 
Behind the scenes, we talked with a number of people 
about the senseless newspaper attacks on direct mail. . . 
and were encouraged with the general reaction against 
the wisdom of these attacks. The attacks are boomerang- 
ing! The details of my talk with old friend, Budd Gore 
of the Chicago Daily News. are too important to be in- 


The gist of conversation about this and that 


FRONTPORCH 
SCUTTLEBUTT 


with visitors to the Editor of The Reporter 


cluded in Scuttlebutt . . . so see page 49 and read care- 
fully. There is a smart newspaperman. 

I was right pleased with the “battle of the media” ses- 
sions. Jack Smith of Gloucester, Mass., represented direct 
mail and did a fine job. Some said his was the most help- 
ful talk. Plenty of notes taken. Jack and I were a little 
worried about the newspaper representative . . . whether 
he, like some others at different conventions, would be- 
little direct mail. But fears were groundless. Hats off to 
R. J. Alander, advertising manager of The Charlotte 
(N. C.) Observer. He was great . . . and just about as 
humorous as Kenneth McFarland. Radio and television 
were equally well represented. Enjoyed meeting up again 
with Howard Abrahams, formerly of National Retail Dry 
Goods Assn. and now with Television Bureau of Adver- 
tising. Told me some good stories off-the-record of reac- 
tions against the newspaper attacks on direct mail. Mary 
Busch. Emery Advertising Agency, Baltimore, brought 
down the house with her witty “Woman’s Viewpoint of 
Advertising.” Also a house-bringer-downer, Gordon Buck, 
VP of Foote, Cone & Belding, Chicago . . . with his humor- 
spiked advice on advertising education. To be remembered 
. . . Gordon’s description of the difference between Mich- 
igan Boulevard and Madison Avenue advertising tech- 
niques. Michigan Boulevard uses split triple T threat. Tell 
‘em, tell “em often, tell "em loud. Madison Avenue uses 
the D. T. system. Don’t tell "em (let them guess). 

Yes .. . it was a good convention. Fine program, won- 
derful parties . . . but, as usual, best part of it was the 
off-the-record, behind-the-scenes confabs with old and 
new friends. Next year, we'll have another close-by 
southern regional to attend . . . in St. Petersburg. It will 
probably be a whizbang, with one of the peppiest Womens 
Ad Club in the country to stir up the pot. 


ONE OF THE WORST MESSES we've run up against 
in several years concerns the industrial field. In some 
ways, it’s worse than the “junk mail” attacks made by 
irresponsible newspapers. Or maybe it’s a secondary re- 
sult of those attacks. Last November we received evidence 
that the Boeing Airplane Company, 7755 E. Marginal 
Way, Seattle, Wash., was returning all third class matter 
addressed personally to employees. We kicked about it in 
December 1957 Short Notes (page 14) and quoted the 
rubber stamp wording, “This type of mail not distributed 
to individuals through Boeing mail system.” But now the 
idea has spread into other quarters . . . alarmingly. We 
have copy of a letter being mailed by the office service 
manager of the Lockheed Aircraft Co., Burbank, Calif., 
to senders of mail . . . stating that company will not 
deliver any personal or advertising mail addressed to 
individuals. Added recently to list of “returners” are 
North American Aviation, Inc., of Downey, Calif., Her- 
cules Powder Co. and General Electric Co., P. O. Box 
1122. Syracuse, N. Y. I've been told that there are others 
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- . . but have not yet received samples. The alarming 
point is that in at least two cases, as far apart as Cali- 
fornia and New York, the copy used on cards attached to 
returned mail is identical. Here is the wording: 


RETURN TO POST OFFICE 


Due to the receipt of large quantities of unsolicited advertisements, we have 
adopted a policy of not distributing 3rd class identical mail received in 
multiples of five or more pieces. The attached mail is returned to the Post 
Office because the sender has either guaranteed return postage or has re 
quested the Post Office notify him of non-delivery on PO Form 3547. The 
return of the attached mail will permit the sender to remove these names 
from his mailing list. 


We've been trying to discover who or what organization 
is responsible for this outbreak. It stems obviously from 
management divisions of these companies. Certainly not 
from the advertising or public relations departments. I've 
examined some of the pieces returned and in all cases 
they were technical bulletins addressed to engineers to 
help them with their jobs. So, naturally, we are wonder- 
ing what's cooking and why. We've printed the names 
and will add others if they develop . . . not in a spirit of 
meanness, but in an effort to get the advertising depart- 
ments of the firms involved to make an investigation of 
who started this technique and of how it can be stopped. 

There are a number of ticklish angles to this situation. 
(1) It’s bad public relations for the firms using the tech- 
nique. (2) They are denying to their employees the right 
to receive industrial technical information which will help 
them on their jobs . . . and also help the company. (3) 
They are setting up a system which might eventually wreck 
the efforts of their own advertising and public relations 
departments, who are in turn sending ou! technical in- 
formation to engineers and executives in other industrial 
companies and who want their mail to be dehvered. 

In the April 1958 Reporter (page 66) we ran a story 
on the legal aspects of company handling of personal mail 
addressed to individuals. It is strictly against the law for 
company clerks to open first class mail addressed per- 
sonally to an individual employee. 

For many years, direct mail professionals have urged 
everyone to get their lists right . . . know your prospect 

. . address him by name. This has been especially true 
in the industrial field, where much money is spent in 
keeping lists up-to-date. Direct mail in the industrial field 
has grown better and better . . . much of it focused on 
giving valuable technical assistance to plant engineers 
and executives. And now, a group of office managers (or 
some such) have decided that such mail is “unwanted” 
and refuse to handle it in routine office procedure. The 
question is: Does top management know about it? Does 
the advertising department know what's happening and 
how it may affect their future advertising plans? If any 
of you readers (on or off the front porch) know the 
source of this drive or how it can be stopped . . . get in 
touch with us quickly. 

P. S. Note to industrial editors: Your technical house 
magazines are being included in the refused material. 
Better get busy. 


I OFTEN WONDER what kind of people write anony- 
mous letters. I've received quite a few in recent months 
after something appeared in Scuttlebutt about the Supreme 
Court, or integration, or Little Rock, or witch hunts in 
Congress, etc. . . . some subjects discussed on front porch, 
not related exactly to direct mail, but definitely affecting 
our day-by-day lives. Sometimes we can guess at the 
source from examining the point of origin, the handwrit- 
ing or language. Recently one fellow took the trouble to 
mail his envelope at a railway postal car so we couldn't 
trace postmark. He enclosed torn item from Scuttlebutt 


about mecarthyism and driving out scientists along with 
an editorial from The Chicago Tribune implying that 
those who defended scientists were either Communists 
or fellow travelers. The short, typed, unsigned note read: 
“Et tu, Brute!” Brilliant and courageous strategy, brother. 
I couldn't sleep for many nights. 


AND I OFTEN WONDER TOO why we seem to be 
the target for so many screwball propositions. Maybe 
other editors get them too . . . but doubt it. One fellow 
wants our help in a campaign to decrease cost of auto- 
mobile insurance by urging more caution in driving . . . 
therefore “saving money for more basic things of life.” 
Another crusader wants our help in promoting rubber 
stamps which attack the U.S.A. “In God We Trust,” the 
new Pilgrim bible and hat stamps as being unconstitu- 
tional. Some of his suggested rubber stamp messages 
are so vicious and scurrilous that the Post Office rightly 
refuses to deliver any envelopes on which the messages 
are imprinted. We have more serious things to worry 
about. Another guy wants help in starting a brand new 
co-publishing mail order paper (a revival of an old 
racket). You can become a publisher for as little as $5. 
So it goes. At least . . . we managed to track down the 
screwball who was printing and distributing those pads of 
notices to be sent in the business reply envelopes con- 
tained in unwanted “junk” mail. His wings are being 
clipped. 

We still think the DMAA or Associated Third Class 
Mail Users should produce a simple little booklet ex- 
plaining the plain facts about direct mail and especially 
third class in the postal setup. The booklet could be used 
as a counterattack weapon . . . to be sent to all the screw- 
balls, either individuals, publishers, or Congressmen, who 
belittle direct mail. 


HERE’S A TIP for any of you who plan to visit the 
Brussels Universal Exhibition, which will run until the 
fall of 1958. A few of you, such as Tom Connelly of Phil- 
adelphia, and Roy Rylander of Chicago have already 
gone. But if you do go to Brussels, be sure to contact an 
oldtime DMAA member, Fernand Hourez of Bodden & 
Dechy S/A, 67 Rue du Lombard, Brussels, Belgium. 
Harry Porter and others who have visited Brussels will 
vouch for the fact that Fernand Hourez is mighty helpful 
and hospitable. He has a staff (especially his secretary, 
Miss Lissalde) who are trained to handle visitors from 
the United States. Don’t hesitate to contact this genial 
host about hotel accommodations or business matters. He 
has been over here a number of times attending the 
DMAA or AFA conventions. 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 


P.S. After this was written and in type . . . decided at last minute to fly to 
New York for Direct Mail Day at Park Sheraton. Wonderful meeting ; 
nearly a thousand attendance. Fine speeches. This country boy pooped after 
talking to so many pa Good stuff! The Front Porch will seem mighty 
quiet (and peaceful) after this trip 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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From map paper to mimeo paper... 
from enclosures to envelopes . . . Nekoosa 
makes a paper for every business 

and almost every business use. Discover for 
yourself! Find out why Nekoosa Papers have 
long been best-sellers from coast to coast! 


Port Edwards, Wisconsin 
Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 


‘The Bettmana Archive 
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printer! Nekoove Opoque 

Nekoosa Master-Lucent 

NEKOOSA-EDWARDS PAPER COMPANY ° By: 


Occupant Mail Goes Home! 


Choose your coverage — 
PLUS High Deliverability! 


Occupant Mailing Lists for YOUR Markets 

is ovr business . . . by the thousands or 

millions of addresses. The success of Oc- 

cupant Mailings are measured in terms of 

deliverability. Our constantly corrected lists 

are maintained at a point of 98 per cent Kanese City 5, Me 

accuracy. We are one of the largest com- 

pilers of HIGH DELIVERABILITY Occupant Our “tailored to your request” market mailing 
data will provide you with comparative statistics 

Lists in the country and our services are on Sales Management — Census Bureau and Post 


always ilable Office mailing counts and OMILA’s guaranteed 
delivery. These modern digests of mailing data 


are yours for the asking — prepared for the 
Only HIGH DELIVERABILITY in the Occupant markets you choose. 


Mailing Markets You Choose makes your See our full page advertisement on —- 4 of 


mailing dollar worth a dollar. the 1958 Sales Management, Survey of Buying 
Power. 


Divison of W. A. Storing Co. 
OCCUPANT LIST COMPILERS - MAILERS «+ 


239 N. 4th Set. 
Ss. L. “Les” Cullman, Pres. Celumbus 15. Ohie 
W. A. “Will” Storing, Treas. CApital 4-8893 
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